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Rough Proofs 


After being nicked for $10,000 in 
federal court, Jack Benny may feel 
that the only part of his Jell-O 
broadcast Uncle Sam really heard 
said something about raspberry. 
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If you wondered a little when 
Charles E. McCarthy started talking 
in big numbers about the 20th Cen- 
tury-Fox advertising program, just 
remember that this isn’t the 75- 
cents-a-week Charlie McCarthy. 
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Al Cole has become business 
manager of Readers’ Digest. How 
many other publishing executives 
would gladly exchange the gory 
battle-fields of advertising competi- 
tion for the serenity of Pleasant- 
ville? 
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Safe drivers are now handsomely 
rewarded by automobile insurance 
companies with premium rebates. 
However, escaping from the coroner 
represents at least one case where 
virtue is perfectly willing to be its 
own reward. 


- 


After seeing Fisk’s sleepy little 
boy in the ads for so long, admiring 
customers have asked him not to 
decide it’s really time to retire. 


.. 2... 9 
Pepsodent is offering druggists a 
dental department merchandiser 


which provides space for items 
other than its own. The millenium 
is really just around the corner. 
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Schlitz is equipping its hard- 
working guides with transcriptions 
to describe the wonders of Milwau- 
kee’s favorite industry. The next 
development may be a moving pic- 
ture which will enable the boys to 
do their stuff sitting down. 
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A shoe manufacturer describes a 
new spring number in a magazine 
ad, and invites requests for dealers’ 
names. As he omitted his own, he 
may be starting a new kind of 
treasure hunt. 
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Maybe the advertiser who forgets 
to sign his copy is only trying to 
ease the burdens of overworked 
mail carriers these warm spring 
days. 
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George Petty not only uses his 
lovely daughter as his model for ad- 

vertising illustrations, but gives the 
copywriters a break by letting them 
introduce Betty to the customers. 
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The wine industry is enlisting 
‘ne cooperation of cooking schools, 
but consistent disciples of Omar still 
feel that for good wine this is a fate 
vorse than death. 
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‘t seems there is more than one 
way to make a politician happy. 
Chicago re-elected Mayor Kelly, but 
-s publicans are tickled because 
Dwight Green collected so many 
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. Bunker Hill’s famous shot was 
‘ecard ‘round the world, but it will 
have nothing on the first home-run 
ams ish of the season broadcast from 
“Major league baseball park. 


Copy Cus. 


TAIL TELLS TALE 


43 (7 


“Gr! 


NOW... you can buy 


'"¢hy TRADEMARKED 
and DATED 


Here's a grand idea —takes the guevework out of buy- 
ing fish. Buy 40-Fathom DATED fish and you're SURE 
of DEPENDABLE QUALITY sod FRESHNESS, 

‘The erademark means the pick of the cacch—- rushed ta 
your marker. The cag on the tail shows dace of arrival. 


‘Yry 40-Fathom Dated Fish aod 
see what « bit it makes with your 
family. You'll want w buy all 
your fish this way from oow on. 


Get your order ia carly! 
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Latest application of the dated product 
idea is being tested by General Foods 
subsidiary in New England newspapers. 


Sof-En-It Cleaner 
Seeks New Fields 
to Conquer 


Pittsburgh, April 6.—The Moon- 
Shine Chemical Company has wid- 
ened its drive on Sof-En-It, a water 
softener and cleaner, and hopes 
eventually to back the product with 
a national campaign, it was learned 
here today. 

Introduced about two years ago, 
the product made its appearance 
this year in a larger 28-ounce pack- 
age with a free dish towel enclosed. 
A newspaper test campaign has been 
started in Wheeling, W. Va., to 
determine the efficacy of this type 
of promotion. If results are satis- 
factory, the drive will be extended 
to newspapers in Western Pennsyl- 
vania, Eastern Ohio and West Vir- 
ginia. A weekly radio show over 
Station WWSW, Pittsburgh, is also 
being used at present. 

The company’s present intention, 
it was said today, is to broaden 
both distribution and advertising 
gradually, and when national sales 
are achieved to consider the possi- 
bility of a national campaign. 

The _— product is distributed 
through grocers. Ketchum, Mac- 
Leod & Grove is the agency. 
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Postponement of 
Labeling Deadline 
Held Essential 


Appeal to Washington 


Urged to Avoid Chaos 
in Fields Affected 


New York, April 6.— Hope for 
postponement of the June 25 
deadline of the Food, Drug and 
Cosmetics act was held out this 
week by Charles Wesley Dunn, 
counsel for the American Pharma- 
ceutical Manufacturers Association, 
in discussing the situation before a 
drug industry labeling clinic held 
under the auspices of the Pharma- 
ceutical Advertising Directors’ Club. 

Mr. Dunn’s optimism was the re- 
sult of a conference he held last 
week in Washington with Repre- 
sentative Clarence F. Lea, co-author 
of the act at which suggested 
amendments to the labeling measure 
were submitted. These amendments 
covered postponement to Jan. 1, 
1940, of the effective date of the 
law’s provisions and delay in the 
application of the section relating 
to the use of coal tar in cosmetic 
colors. 

While Mr. Lea was pictured as 
admitting that “something has got 
to be done” about the June 25 dead- 
line, Mr. Dunn«<found Food and 
Drug Administrator Walter G. 
Campbell in disagreement with the 
idea of postponement as the best 
solution. The administrator favored 
maintaining the deadline and deal- 
ing with the problem on an “en- 
forcement tolerance” basis. 


Campbell Plan “Unsound” 


This latter proposal, Mr. Dunn 
told the clinic, was unsound for 
three reasons: “First, it would 
throw an immense burden on the 
Department of Agriculture; at 
least 15,000 applications for enforce- 
ment tolerance might be expected. 
Second, the volume of applications 
would require decisions being left to 
subordinates, which might work 
hardships on some of the applicants. 
And third, regardless of the merits 
of individual cases, the feeling that 

(Continued on age wid 


Experts Study Approach 
to Consumer Education 


BACKS Ci CONSUMER R VIEW 


Donald M. Nelson, vice-president, Sears, 

Roebuck & Co., presents the merchan- 

dising viewpoint before the consumer 
conference at Stephens College. 


New York Bill 
Eases Publishers’ 
Liability on Copy 


Albany, April 6.—The New York 
state legislature this week aad 
under consideration two bills affect- 
ing publishing, advertising and 
selling. 

The first of these was the Rapp 
bill, introduced to amend the state 
agriculture and markets law by 
adding stringent provisions relating 
to adulteration, packing and brand- 
ing of food products. 

It also takes cognizance, however, 
of publishing operations by exempt- 
ing publishers from the necessity of 
withdrawing an entire issue from 
circulation when a false advertise- 
ment is inadvertently printed. 

The section of the measure which 
deals with false advertising permits 
the commissioner to exclude an 
issue of a magazine, newspaper or 
any other regularly published 
periodical from the _ restraining 

(Continued on Page 25) 


Last Minute News Flashes 
Lady Esther Account to Pedlar & Ryan 


Chicago, April 7—Lady Esther Company today appointed Pedlar & 
Ryan, Inc., New York, as its agency to handle all radio as well as news- 


paper and magazine advertising. 


It is expected that the agency will open 


a Chicago office, although no decision has been reached on this point. 


Another Gelatine Maker Adopts “Energy” Theme 


New York, April 7.—Following closely on the heels of Charles B. 
Knox Gelatine Company, which broke a newspaper campaign recently 
to exploit a scientific discovery of the high energy qualities of gelatine, 
Cox Gelatine Company today launched a drive on the same theme. 
Although on the market for almost 100 years, the Cox product has never 


been extensively advertised. Maxon, Inc., 


is handling the campaign. 


Keilogg Plans Heavier Newspaper Campaign 

Battle Creek, Mich., April 7.— Coincident with the announcement 
that Watson H. VanderPlough has been appointed general manager of 
the Kellogg Company, it was learned here today that plans have been 
mapped out for an extensive newspaper schedule promoting the com- 


pany’s corn flakes, 


with initial insertion featuring the product’s hot 


weather appeal set for late May. J. Walter Thompson Company, Chi- 


cago, is the agency. 


Mr. VanderPlough, who is vice-president of the 


Harris Trust & Savings Bank, Chicago, is one of three trustees who guide 


Kellogg affairs. He succeeds W. C. 


Hasselhorn, resigned. 


Beaumont & Hohman Gets Northwest Airlines 


S*. Paul, April 


7.—Northwest Airlines, 


Inc., today announced 


appointment of Beaumont & Hohman, Inc., Chicago, as its advertising 


agency, effective immediately. 


Advertising Viewpoint 
Expounded Before 500 
at Stephens College 


Columbia, Mo., April 6.—With 
representatives of business, govern- 
ment, consumer organizations and 
educators agreed in principle on the 
value of enlightened consumers, the 
first National Conference on Con- 
sumer Education this week con- 
vened at Stephens College here and 
devoted three days to the task of 
harmonizing divergent viewpoints 
on the subject. 

Appearing in the role of spokes- 
man for advertising, John Benson, 
president, American Association of 
Advertising Agencies, while con- 
ceding the broad thesis that was 
the keynote of the meeting, never- 
theless emphasized the danger with 
Which such an _ undertaking is 
fraught. 

While admitting that logic might 
well be substituted for emotional 
appeals when progress in public 
education makes such a change 
possible, Mr. Benson pointed out 
that an abrupt transition might re- 
tard buying and precipitate a na- 
tional crisis. His moderate presen- 
tation of the viewpoint of advertis- 
ing men caused favorable comment 
among most of the 500 conference 
participants and apparently insured 
sympathetic consideration of the 
advertising viewpoint in future de- 
liberations. 


Sees Value for Advertisers 

Donald M. Nelson, vice-president, 
Sears, Roebuck & Co., was one of 
the prominent business representa- 
tives who presented the merchan- 
dising viewpoint. He expressed the 
hope that business would cooperate 
with the consumer movement. 

“If business men will help in this 
work, the vicious element in com- 
petition will be largely eliminated,” 
he declared. 

Advertisers can benefit hand- 
somely through the creation of an 
enlightened consumer audience, he 
added, pointing to the fact that a 
fuller appreciation on the part of 
buyers of what goes into branded 
products will result in a greater ap- 
preciation of the value offered. In 
summing up his position on the sub- 
ject, he asserted that any move- 
ment that creates a better under- 

(Continued on Page 8) 


Brilliant Babies 
Do Their Stuff 


in Curity Copy 
(Picture on Page 31) 
Walpole, Mass., April 6.—Doting 
mothers who love to glorify the 
brilliant exploits of their own off- 
spring will probably be taken aback 
during the next few months when 
Kendall Mills trots out its own idea 
of infantile genius in a new series 
of advertisements for Curity dia- 
pers. To lend a humorous touch to 
the campaign babies will be shown 
in such unorthodox roles as scrub- 
bing a floor and dumping a bottle 
of milk for the edification of a cat. 
All of the antics dramatize the ab- 
sorbent qualities of the product. 
The campaign schedule includes 
insertions in Farm Journal, Good 
Housekeeping, Ladies’ Home Jour- 
nal, McCalls, Parents’, and Woman’s 
Home Companion. Alley & Rich- 
ards, Boston, is the agency. 


eho pei “ier 


f-CHNOLCGY DEPE pee ‘. 
a ‘ w 6 .™ 8 ae : os uJ 
| DETROIT 
by COG | 
eee ELE RN RT EE SE ee a 
Pe Pe es 
A ee ee ee NN aa Se a ee SET NI ST 
monn 
a a ad | | 
FRESH? BB | swoulw 2 
os LOOKAT 
Pag, ~~ 
>? 2a ee ~ ai ne eee __ 
; €A | \ Fd ee ae; 
— “ff a a | - Bs al 4 ay : as 
| | ae: ee yo 
te hie, Se 
¥ es Beseipnre =a! : - 
| — ee | 
: | 
ee 
— | 
ee 
ee | 
ee 
ee el 
ee 
es §— 
ee 
| ______ TTT 
— | TOs 
ee | 
— — 
j ee |  — °°“ | 
ee 
a | 
4 f Se as - 4 : .t 4 en gts - ae r : te : : : “ke ae : coe : : Os a, a 


a. 


RS ue bis jee 6 
a 


2 


ADVERTISING AGE 


a ‘eras’ , 


April 10, 1939 


Asks $100,000 for 
Role in Landing 
Cigarette Account 


McCann-Erickson, De- 
fendant, Denies Aid on 
Twenty Grand 


New York, April 6.—Another 
court action involving ownership of 
a cigarette advertising idea will get 
under way in U. S. district court 
here soon, when McCann-Erickson 
begins defense of a $100,000 damage 
suit in connection with the Axton- 
Fisher Tobacco Company account. 

The action was instituted by 
Leora Sollows, who claims that it 
was her idea that enabled the 
agency to get the account. Miss Sol- 
lows’ complaint charges that she 
submitted her plan to Edwin D. 
Hill, vice-president of the agency, 
in May, 1935. 

She charges that it was verbally 
agreed that she was to receive “the 
customary fee for such services,” 


appropriation, if a tobacco account 
|was secured as the result of her 
| presentation. 


Claims Full Presentation 


The plaintiff alleges that she sub- 
mitted a comprehensive plan, in- 
|cluding suggested illustrations and 
|copy, which remained in_ the 
agency's possession for two years, 
during which time Axton-Fisher 
contracted with McCann-Erickson 
to handle promotion of Twenty 
Grand cigarettes. 

The $100,000 damage figure is 
based on Miss Sollows’ estimate that 
the agency has placed at least 
$2,000,000 worth of advertising for 
Twenty Grand. 

The essence of the controversial 
idea, Max Tirschwell, the plaintiff's 
attorney, told ADVERTISING AGE, is 
that whereas cigarette advertising 
previously had been stressing smok- 
ing after some strenuous activity, 
Miss Sollows suggested that copy 
emphasize smoking before encoun- 
tering a tense situation. 

The complaint does not allege 
that Miss Sollows’ idea was ever 
used in Twenty Grand advertising, 
but only that her plan was the basis 
of the original solicitation of the 
account. 

Attorneys for the agency said that 


five per cent of the total advertising 


the case will be fought on the 


For American 
Products, 
England is a 


than all Asia 
=_——_ 


Bigger Market 
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|grounds that Miss Sollows’ presen- 


tation was never used in the solici- 
tation of an account by the agency. 

In a _ preliminary examination 
Mr. Hill testified that the Twenty 
Grand account was obtained as the 
result of a three-point appeal he 
suggested to Axton-Fisher. These 
points were: Quality—stress that 
the quality of Twenty Grands is as 
good as that of the tobacco used 
in any of the “big 4” cigarettes; 
economy—that it sells for 10 cents 
in contrast to the others’ 13-15 cent 
price; and finally the use of testi- 
monials from prominent people to 
break down social resistance to 
smoking a cigarette costing 10 cents 
a package. 


Howard Rose 
Joins Burnett 

Howard Rose has resigned as ac- 
count executive for N. W. Ayer & 
Son, Chicago, to become vice-presi- 
dent of Leo Burnett Company, Chi- 
cago. 

Mr. Rose will assume his new 
duties April 17. 


Joins Compton Agency 
Marie Calhoun Post, formerly 
with Schrafft’s Stores, New York, 
has joined Compton Advertising, 
New York, as home economist on 


food problems. 


“Biue Coar” Boys of Christ’s Hospital, a school founded in 1552 by Edward V1, 
The boys still wear the blue coats and yellow stockings of the period, 


These questions and answers may help YOU 


“cash in”’ on Britain’s 


Question As a market for American 
exports, how does Great Britain com- 
pare vith d{sia? 

the value of 


American exports to Great Britain 


Answer: In 1938, 


was 621 millions. That's g1 millions 


more than the value of American ex- 
ports to the whole of Asia (excluding 


the Philippines) in 1938. 


Yuestion: Has the 
dmerican ¢ ‘ports 


or decreased # 


year ly t alue of 


to Great Britain in- 
creastd 

Answer: Using 1934 as a base, ex 
ports In 1936 increased 13.2%; 1936 
tncreasea 


40.2%; 


14.9%; 1937 increased 


19% increased %O.2%. 


Question: How can an advertiser in 
England obtain daily national coverage 
with a 


ingle weekly insertion? 


Answer: By using the Radio Times. 


huge, compact market 


This is the only publication allowed 
to print B.B.C. radio programs up 
to a week in advance. The result, ac 
cording to an independent survey, is 
that go®% of its 3,000,000 subscribers 
read each copy every day for a week 
after receiving it. 


Suestion: Why i 


Radio Times practically certain to in 


the circulation of the 


crease every month? 
Answer: Because this magazine ap- 
peals exclusively to families owning 


radios. It is read by one in three such 


families—-and their number is increas- 


ing by 40,000 every month. 


Question: How is the circulation of the 
Radio Times apportioned amongst the 
various income groups? 

Answer: One million Radio Times 
families belong to the wealthiest 25% 
of the population. 

* * * 
If you are an American manufacturer 
selling in England and would like to 
have further market facts bearing on 
your particular problems, write to 
the Advertisement Director, British 
Broadcasting Publications, Broad- 
Portland Place. 
London, W. 1, England. 


casting House, 


The English weekly magazine with a density of coverage 
four times that of Life 


RADIO 


TIMES 


Guaranteed net weekly sales, 3,000,000 


Rate, $2.46 per line per million readers 


TO RESEARCH SERVICE 
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Dr. Edward L. Lloyd, formerly chief of 
the Bureau of Foreign and Domestic 


Commerce market data section, has 
joined A. C. Nielsen Company, Chi- 
cago. He was responsible for the de- 
velopment of several of the Bureau's 
retail and wholesale indices. 


Perkins Products 
Steps Up ‘39 
Kool-Aid Campaign 


Chicago, April 6.—Perkins Prod- 
ucts Company today disclosed plans 
for a substantially expanded 1939 
campaign on its Kool-Aid powders, 
used in making soft drinks, sherbets 
and frozen suckers. 

The bulk of the increase will go 
to magazines, with 21 on the list 
this year. This is an increase of 
nine from last year. Much of the 
copy will be in full color pages. 

Reminder copy, frequent small- 
space insertions, will appear in 
4,366 daily and weekly newspapers 
during the entire warm weather 
season. Some radio will also be 
utilized. 

A new “Perkins Original Seal of 
Quality” now identifies the Kool- 
Aid package. This seal has been 
adopted to assure more positive 
identification by consumers. 


Premium Offer Planned 


The aviation cap, premium pro- 
motion plan used last year in coop- 
eration with Transcontinental & 
Western Air, Inc., will be continued 
this year, although a new premium 
promotion will be announced 
shortly. Store promotion is given 
attention through the offer to all 
full-case buyers of sufficient pro- 
motion material to stage five store- 
wide selling events. This material 
enables the retailer to tie in Kool- 
Aid promotion with that for 24 
other items in his line, 

Mason Warner Company 
Perkins agency. 


is the 


Ingersoll Leaves “Time”; 
Plans New York Daily 


Ralph McAllister Ingersoll has 
resigned as publisher of Time to de- 
vote his attention to plans for a new 
New York daily newspaper which 


Research, Inc. The board of direc- 
tors of Time, Inc., has_ elected 
Henry Luce to succeed Mr. Ingersoll 
as publisher. 

The unnamed paper will be an 
evening daily, tabloid size, featuring 
pictorial content and color advertis- 
ing. Thomas Cleland is designing 
the new publication. 


Young Named U. S. 
Rubber Ad Chief 


Thomas H. Young has been ap- 
pointed director of advertising of 
the United States Rubber Company, 
New York, succeeding Walter Em- 
ery, who becomes economist for the 
company. 

Mr. Young has been with the or- 
ganization since 1916. 


Ferdinand Joins Agency 
John E. Ferdinand, formerly art 
director of Birch-Field & Co., New 
York agency, and previously head 
of his own art service, has been 
named art director of Cheltenham- 
Advertising, New York. 


will be published by Publications | 


—— 


Name Judges for 
Advertising Age 
Essay Contest 


New York, April 6.—Chairmen of 
three leading advertising organiza- 
tions will serve as the jury which 
will decide the winners in the 
fourth annual student essay contest 
sponsored by ADVERTISING AGE, it 
was announced here today. 

Judges will be Mason Britton, 
vice-chairman, McGraw-Hill Pub- 
lishing Company, and chairman of 
the Advertising Federation of 
America; Gilbert Kinney, vice- 
president, J. Walter Thompson 
Company, and chairman of the 
American Association of Advertis- 
ing Agencies; and A. T. Preyer, 
vice-president, Vick Chemical Com- 
pany, and chairman of the Associa- 
tion of National Advertisers. 

To these men will fall the task 
of selecting the 26 winners in the 
competition, from among the thou- 
sands of high school and college 
essays which will be submitted. 

The competition, which is spon- 
sored by ADVERTISING AGE, is for 
essays of not more than 1,000 words 
on “How Advertising Benefits the 
Consumer,” and high school and 
college students throughout the 
United States and Canada are eligi- 
ble to enter. 

Prizes in the national competition 
total $1,000 in cash, plus two all- 
expense trips to the convention of 
the Advertising Federation in New 
York June 18-22, where the first 
place winners in the college and 
high school divisions will be pre- 
sented. 

In addition, more than 30 news- 
papers, advertising clubs and other 
local organizations are conducting 
local competitions, in which small 
prizes will be awarded for the best 
essays written locally. 

The national competition closes 
April 23. 


Sorensen Starts 
Chicago Agency 

Roy A. Sorensen will leave Stack- 
Goble Advertising Agency, Chicago, 
to open his own agency in the 
Palmolive building May 1, under 
the name Sorensen & Co. Telephone 
number will be Delaware 5030. Ac- 
counts to be handled _ include 
Bowey’s, Inc., Dari-Rich flavoring 
extracts; Allerton Hotel, John P. 
Harding Hotel and Restaurants, and 
Fannie May Home Made Candy 
Shops, all of Chicago. 

Mr. Sorensen has been in the ad- 
vertising business in Chicago for 22 
years. He was formerly Chicago 
manager of Russell C. Comer Ad- 
vertising Company, Kansas City, 
and eventually bought the Chicago 
business. He joined Stack-Goble 18 
months ago. 


Announce Radio Workshop 


The summer radio workshop of 
New York University will be held 
July 5-Aug. 12, with Douglas 
Coulter, assistant program director 
of Columbia Broadcasting System, 
as director. 


KAUFMANN & FABRY CO 
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“TODAY... 
ss PEXAS RANGES ARE 
= _sIN THE KITCHEN 


\ 


| ® —— 


a 


ae 
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There was a time when a Texas range meant wide open spaces and 


der cowboys in the saddle. Today the range is the center of every Texas 
nde household—and Mrs. Texas Housewife heads up the household buying. 
Y But 60% of the Texas homes are located away from the urban centers. 
i | And there's just one way to reach this vast, evenly distributed buying 


power— with the 105,000 watts of the Texas Quality Network. 
At the same time the TON stations are first choice in Dallas, Fort Worth, 


Houston and San Antonio. They are first in these Four Star Texas markets 


at : because of their top-ranking network programs, good local productions, 
News broadcasts and Sport features. 


_ TON power and programs deliver both urban and rural audiences in 
Texas—TON coverage fits the population pattern of Texas like a glove. 
That's why advertisers have said TON since 1934—and continued profit- 


able experience prompts them to say TON today more than ever before. 


THE TEXAS QUALITY NETWORK 
WFAA-WBAP KPRC WOAI 


DALLAS FT. WORTH HOUSTON SAN ANTONIO 
Ask for Texas Quality Network Standard Market Data Brochure 


EDWARD PETRY & COMPANY, INC. 
NATIONAL REPRESENTATIVES 
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Radio Commercials 
Face Slash in 


Broadcasters’ Code 


Shorter Sales Talks 
Cited as Trend Wel- 
comed by Listeners 

Washington, D. C., April 6.—Re- 


duction of length of radio commer- 
cials was predicted here this week 


by Neville Miller, president, Na- 
tional Association of Broadcasters, 
following a meeting of the commit- 
tee on program codes and standards 
of practice in New York. The com- 
mittee embraces both independent 
and network stations in its mem- 
bership, and thus represents a true 
cross-section of the industry. 

“The new concept of radio adver- 
tising,’ said the NAB president, 
“will put a greater premium on 
skilful writing, embodying inter- 
pretation of the virtues of a product 
in terms of the consumer’s needs. 
There has long been a trend in the 
direction of shorter and more inter- 
esting commercials, and the com- 
mittee clearly indicated that it feels 


this movement is in the right direc- 
tion.” 

The committee contented itself 
with a broad outline of the pro- 
posed rules, leaving the details to 
be filled in when the basic idea has 
been given the approval of the 
association at its convention in At- 
lantic City July 10. Its report also 
covered children’s programs, reli- 
gious broadcasts, political broad- 
casts, service to education, radio 
treatment of mews, and_ public 
forum broadcasting. 


Will Discuss Changes 


While awaiting the convention, 
NAB officials will discuss the pro- 
posed changes with educators, club 


leaders, advertising men and lead- 
ers in public affairs. 


TENTATIVE NBC CODE 
STUDIED BY AGENCIES 


New York, March 6.—Plans of 
the National Broadcasting Company 
to establish a permanent code of 
program standards have proceeded 
to the point where a tentative draft 
of network policies has been sub- 
mitted to a selected group of agen- 
cies for comments and suggestions. 

The tentative code incorporates 
all of the network policies estab- 
lished in the past. It includes a 
list of types of products and serv- 
ices which are not acceptable. 

Among the proscribed items are: 


You need Cleveland . . . if you sell nationally . . . for Cleveland’s 
270,000 families are mighty good prospects for whatever-you-sell 
... effective buying incomes 37% above the U. S. average . . . $2908, 
as against $2117. . . spending more than $550,000,000 a year on the 


necessities of life. 


Into more Cleveland homes than any national magazine goes 
The Family Circle . . . into more homes in 21 other big cities, too 
. . . because most of the 5576 chain grocery stores distributing 
The Family Circle are located in your biggest markets . . . where 
1,400,000 housewife-shoppers take The Family Circle home with 
the canned soup and the coffee . . . because they enjoy it. 


There's selling power behind FC’s appealing editorial formula. . . 


MORE readers than 


any National Magazine! 


which really clicks with 1,400,000 readers... and we mean readers 
. . . home-makers who hate to miss an issue. 


Do you sell a product they can use? Want to see it sell faster? Just 
sell it to these 1,400,000 best prospects in your best markets! 


Only $2800 a page. 


THE FAMILY CIRCLE 


“Every reader a customer” 


NEWARK NEW YORK 


CHICAGO 


Circulations of leading magazines in 
these 22 cities: 


Ladies’ Home Journal 
Woman's 


Liberty 


Saturday 


505,300 
Women's Service Magazines 

250,365 

s Home Companion 244,990 

209,371 

201,155 

297,507 

Evening Post 295,818 

246,305 


SAN FRANCISCO Collier's 


THE FAMILY CIRCLE 


McCall's 
Good Housekeeping 


Weekly Magazines 


— | 


In each of the following cities of 100,000 
population or more, The Family Circle 
goes into more homes than any national 


magazine. 

Cleveland Richmond 
Dallas Sacramento 
Denver Salt Lake City 
El Paso San Diego 
Fort Worth San Francisco 
Little Rock Seattle 
Oakland Spokane 
Oklahoma City Tacoma 
Omaha Tulsa 
Philadelphia Washington 
Portland, Ore Wilmington 


JOINS AGENCY 


Pe Le ee D ei. 


Herbert D. Strauss, for the past seven 


years advertising manager of Riggs 

Optical Company, Chicago, has joined 

Grey Advertising Agency, New York, 

as account executive. He served as 

president of the Chicago Direct Mail 
Club last year. 


advertising of professional men, all 
forms of speculative finance, ca- 
thartics, including foods or bever- 
ages advertised for their value in 
this respect, personal hygiene prod- 
ucts, including body deodorants, 
reducing agents and foods and bev- 
erages designed to perform that 
function, all forms of fortune tell- 
ing, advertising of cemeteries and 
allied fields, alcoholic beverages, 
and firearms and fireworks. 

On children’s programs, the ex- 
hortation to “ask mother to buy” 
is limited to twice per program. 

The tentative code provides that 
details of all premium or contest 
promotions must be submitted to 
the network in advance of the first 
announcement. Advertisers who re- 
quire payment of a fee to get a 
premium must honor all complaints 
of dissatisfaction from listeners. 

The historic Orson Welles broad- 
cast of “War of the Worlds” is re- 
called by the provision which for- 
bids the use of the word “flash” 
except in connection with actual 
news announcements or in rare 
cases where no confusion could pos- 
sibly arise. 

Unlike the code adopted by Co- 
lumbia Broadcasting System in 
1935, however, the NBC policy 
statement does not establish a time 
limit for commercials. CBS set 10 
per cent of total evening broadcast- 
ing time as the maximum for com- 
mercials, allowing an additional 40 
seconds on 15-minute programs. 
The daytime limit is 15 per cent, 
with an additional 40 seconds for 
quarter-hour programs. 

The Columbia code forbids broad- 
casting of “any product which de- 
scribes graphically or repellently 
any internal bodily functions, 
symptomatic results of internal dis- 
turbances, or matters which are 
generally not considered acceptable 
topics in social groups.” 


ATTENTION VALUE 


PRACTICAL BUILDER'S 70,000 building 
contractor readers provide manufacturers 
most direct method of contact at lowest 
cost with largest bona fide list. (Adver- 
tisement.) 


tH Bs es , ss = 1 wpe Gs ae , a oe os 
Se Sh er 2 me i Ca = awit 
| ee fF 
in TL 
ad Ee | | nailed 
| | ? | Po 
: F 
os — | 
aes ae! Se 
oo Sa ; : Te 
Se Nia .. val * ” a to | . ily ae ae 4 ik is — ah ai oss 
es oe ie — betes * yr a: Ay oe r . ws = N S ta , a ae rm re" he a y * 3 sie 3 SEs ow ~~ 
a ee. aE. =e dee. 6 “~- " a a ; & 7 Pa ; oi Sete. = li ca =f. — 8 ge 
Ca a ee ft Fa of , y ats 8 ee WF Os Fade a 
gil y a * a ~ YA ~ ae ee ta . ¥ d es aa (ee g ee & id heal 4 pees = as F he -* moe a ~ Rr a. @- 
ee Ai a ae La i ns A OR ty ~ a 
ae eS , See > a Lee 2s ee 
ip e (si. Set iared , (ee a EN a 4 . ‘ 4 ber oa mn es ~ i ag i 
* 7 WON a > 4 ad oh ‘es “a : tae . ee , ‘a eR Bs . ah a” 2 2 le laa 
a : ee ‘al Ey 2 eed tee. ah » oa pot i , i Pad : hide? eto P ,. f . ae wv ‘ es" athe, 8 be ae : . = — 
eons : 7 . ay t 7 . ‘ = - 4 m5 ~ & - eee Se 
ye ne a a.” Cra ‘Ln , ’ , a qe f ee 4 . ° a a iat 1) * “4~ a ooooeeeeeeo=aoaaeee ee” 
oan 5 2 if = 7 . 7“ vo a f : : > ms - ~ ge: » ™ ee ee Be ee y 
= ; hs Oe / a, oii ” Oi ee, ed, es Se me ee 
at ee "a ‘aa ~ Lie nas e Wa Rae or ~, ea — 
Acie ‘5 a aie > oan a we * 4 ~ , js : ct rae wns é Faye 7 ‘ “ce 
ae. Pat f » ¥yH® Ss. S ‘ 7 , ae >. P a . 
ras ‘ ce Oe a oS Pa +" re “3 a ne — Be ee —. : / ‘ 
a, : oe A * Ce ; 7 wf j “ee Se . > fh r A hi c ™ aa i - {he eal 2 . ay 
- a i “a hag? x f Rs 9 4 ey / ye * at : a head be te ss - libel ki . 
- ae or ; ” i m4 } sd dis i : ° de “Hes. eee oe aki ih 38 
eae Pa ae ~ eta a 4 ‘\ Gare SEE ee 
— Be. ote © Me ee ie, | 
ee es ! 7 ia, wee. bE 
: , at, . diy, a, J ; . 4 fe y : — ’ 
i. aE ; - 4 a = ° 3 " 
ee oo 4) ae (3 J f7r a , caine : , 
Gta® . ‘ 5 “ 7 . = = ; j af P : as y fi . w Y ioc: eg ; v4, ob oe , “a \ 
aie oe ee —. “Spa. 8 fi ie te BO . £ 1 
= ae, ae Md . ft th WF i ag Sh ge, i RS ate ee © > - 
a noe : ¢ G j 2d, big Oe ; ey : 4 : - ei 
eS = —— > Se Be 2 oe eee ee pi a . ck ee ‘e, Ce oi ie ve -, 
lal 2’ ~~ ee be ei? “A cd 4 » Fs bn § Se a [53 tem if 
op ea _ es We ae Sew — ey ie a — 2°: 4 {fe i ‘ 
oi ys v- fe eh . ot Ae, a ee ee ’ 7 ee F * _ , ay - 2 | etl fp Pines, = o% f. fod 7 ol rr, 
ay v Lele me / —_ *. & a f aoe ay ee 
er = 6:4" eee te. wie. e 
ae “ — Jet ge ./ a ae 
ss ae » se — Coutts « . # + ae & 
ee / Z Ra + Ph | x ¥ a ‘se < ll ‘ ibe is - 
oe ae ‘ f . . “sa te ig 7) 2® Rs 
is ~~ on — i °. it~ 
ee ‘4 <2 * we \ We fie? i 
c. a “ss ae o Pam 3 ey eer . wes? te * Bo. P oS, a ae m4 ; i 
7% ne A oe is wy +e / Pi rt ws... , Sy a PPpeu Pas ns 3 *. r f ee cB Ne 
r 7 i ‘s ye af ns a ie » 7 ; ‘evs 
2 a THE 
a FAMILY Cire 
— | ‘Ne le 
bs VA 
in sik og . : Le 
eae Se: \ 
24 Yo 
, te ‘5 a ‘ 
th en ’ o 4 
i= - 
ae es S 
— A cy 
x J aves 
The. z 
fe. ; ” a 
=< 
P ROVE Ait Ley 
€ 43 ee | arenes 
7 ie * ‘ . : “ 
it Pe the aaa 
iy. ‘ ee ae .s ‘ 
‘ = ; ————ay 
Se i = 
i . Ss 
a . = Soll ee 
3 _aae . be A 6 a es R 
oe ea -—: = ae. ee 
“ 74 b.* a <a —" = th t 
= Pe a | a 
: a aid a i) 
——— : 
o oe “ Fa x 
sm Ee 7 4 an a 
a ee a 
are 
‘ ° * ee 
io AP, by. 
i rity oes 
am te fe he 
~ = +. 
‘ . 
f oe .v, . - ¢ 


39 April 10, 1939 ADVERTISING AGE 


wn 


His WEEK MAGAZINE 


ANNOUNCES 


beginning September 3 1939 the 
= i SAN FRANCISCO CHRONICLE 
xX wil jum us group of member 


~ newspapers 
o 


Here is another important step in THIS WEEK'S steady growth 


ast- in market coverage and circulation. 


San Francisco is America’s fifth largest wholesale market, and 
ent, é does an annual retail business of over $600,000,000. It is a 
worthy addition to THIS WEEK’s present group of big-city 
markets, which already takes in the lion’s share of America’s 


sales volume. 


Rates and information gladly given on request. 
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Martinson Wins 
Mass Market for 
Luxury Product 


Expensive Coffee Ap- 
peals to Consumers as 
Economy Drink 


New York, April 6.—A _ Rolls- 
Royce delivering coffee to a corner 
grocery store in a slum neighbor- 
hood may seem incongruous, but it 
is no stranger than the gap in mar- 
kets which has been bridged by 
Joseph Martinson, Inc. through its 
unique merchandising effort in be- 
half of its high priced coffee. 

The Martinson advertising proce- 
dure is in striking contrast to the 
technique usually associated with 
the merchandising of luxury prod- 
ucts—copy hauteur and limited dis- 
tribution through exclusive retail 
outlets are conspicuous by their ab- 
sence. 

Instead of copy which is short on 
words and long on “luxury sugges- 
tion,” Martinson is using a technique 


that is reminiscent of mail order 
appeals to low income groups— 
black and white ads, long explana- 
tory copy, and few, if any, illustra- 
tions. 

That this system produces results 
is best indicated by the consistent, 
soaring sales curve recorded by the 
45-cents a pound coffee, officials of 
the Martinson company and Al Paul 
Lefton Company, the agency in 
charge, told ApveRTISING AGE this 
week. 


Not for the Rich Alone 
There is ample justification for 


the unorthodox approach, it was 
pointed out. The coffee company 
has discovered that its product, 


launched originally as a darling of 
the rich, has been adopted exten- 
sively by the middle and lower in- 
come groups. 

A recent advertisement featured 
a letter from a woman who has only 
three dollars a week to spend for 
food for her family of four, and yet 
is a regular purchaser of Martin- 
son’s coffee. Of course, the agency 
admits, this is an unusual case, but 
it is an established fact that the 
same coffee which is served in ex- 
clusive hotels and Park Avenue 
homes is found in East Side bean- 
eries and Post Road lunch wagons. 

The reason for this phenomenon, 
Martinson learned, was not difficult 


| to find. To truck drivers, laborers 
and others who do arduous work 
and must limit themselves to inex- 
pensive food, coffee is the most im- 
portant item in the diet. Lunchroom 
proprietors were quick to learn that 
though hamburgers, eggs, and other 
popular foods were fairly uniform 
among eating places, the owner who 
served his clientele a superior cof- 
fee could line up his customers three 
deep. 


Nickel a Cup Surprises 


So Martinson devised a counter 
merchandiser, from which the coffee 
is made in full view of the patron. 
Many consumers in this area, 
though they may not have tasted 
Martinson’s product, regard it is an 
“expensive” drink, and are agree- 
ably surprised with the discovery 
that they can get it for a nickel. 

Sponsoring a coffee that is about 
twice the price of many nationally 
advertised popular brands, Martin- 
son has adopted an economy key- 
note as the basis of all its merchan- 
dising efforts. Tests conducted at 
Columbia University on the relative 
strength and flavor of various cof- 
fees have furnished Martinson with 
sales ammunition showing that a 
quantity of its blend will go twice 
as far as best-selling coffee half the 
price. 

However, not all the swank ap- 


Advertise your products in INSTITU- 
TIONS Magazine . . . the only publice- 
tion that offers all of the following 
advantages. . . 


1. Complete, all-inclusive coverage... 
over 55,000 copies monthly. 


2.Read by the all-important RIGHT 
MEN ... the men with the POWER to 
PURCHASE. 


3.A planned editorial policy that de- 
velops an intense reader interest. 


4.A sales producer . . . creates wide 
acceptance and prestige. 


5. Backed by a company with 50 years of 
publishing experience. 


~ CIRCULATION © 


of INSTITUTIONS Magazine 
Nov., 1938 (Audited by CCA) 
OS ee ae BAe ¥ 
Hospitals and sanatoriums 6,110 
Schools and colleges..... 3, 
Clubs 
Homes: schools for deaf, 
blind, asylums, etc..... 
Jails, houses of correction, 


1,870 


penal institutions...... 3,238 
Gov't. Inst’ns & CCC Camps 1,812 
ee, Seo 12,227 
Building owners and 

TROMAROTS vc ccccceseses 3,074 
Real estate departments 


of insurance companies 78 
Steamship lines and dining 


car systems..........+. 108 
Power and gas companies 290 
Outfitters or jobbers, and 

their salesmen......... 3,743 
Institutional departments 

of department stores... 132 
Architects specializing in 

institutions .........-+> 509 
Manufacturers and their 

salesmen and agents... 3,627 
Bes. ccc esccsvoccenes 4 459 

TOTAL 55.215 
Published Monthly . 
A Domestic In our BOth 
Engineering year as 
Publication Publishers 


Domestic Engineering Company 
Est. 1889 


kG sIPP Ne AARNE 


IT’S THE LAW! 


a Professton tis wexd GROUP 


Circulation of This Issue 


av 5,000 COPIES 


hs 


| cs aan ural? CAME Manacement Is Made 


consuht your 


qver's 


ghaut { EQUIPPING . FURNISHING - DECORATING «MAINTAINING - REMODELING ) 


By consulting your 


ng ge 


\ 


Published Monthly 


advertising agency, you 


receive the benefits of the accumulated knowl- 
edge of a highly specialized service. You obtain 


the counsel of professi 


onal men who KNOW and 


have complete, accurate information on the 


While 


various media. 


it is true that some manu- 


facturers maintain a skilled advertising staff, most 
do not have all the necessary comparative data 
on file to select the medium best suited for their 
particular market. Therefore, before advertising 
in the institutional field, consult your advertising 


agency. They will be 


glad to explain the advan- 


tages to be derived from a publication that is 
constantly abreast of its field editorially . . . one 
that has an all-inclusive coverage . . . one that is 
backed by a company with 50 years of publish- 


ing experience and is 


read by the RIGHT MEN 


... the men with the POWER to PURCHASE. 


( omen poe 


900 ° 


TRECORATING « MAINTAINING ~ REMODELING 4 , 


eG CCCRATIG MANTA eemontunG = | 


PRAIRIE AVENUE 


.. CHICAGO, ILL. 


LEGAL TRENDS 
ARE STUDIED 
STATES’ WAGE-HOUR 


PROOF OF THE PUDDING 


Go you 


‘CANT AFFORD 
MARTINSONS 
COFFEE? 


Martinson's Coffee is o “custom-made” product, very dif- 
ferent from the ordinary mass-production coffees on the 
morket. it's a fancy coffee, blended from the choicest 
coffees grown, ond painstakingly roasted in small batches 
under the persona! supervision of Joseph Martinson 
Naturolly such o coffee costs o bit more to buy, but it 
ectvolly is no more expensive to vse. Being a richer, 
stronger, more favortul coffee, you never need os much of 
Martinson's per qup as of other coffees. Every pound goes 
much further os ony Martinson user con tel! you. So, in the 
long run, you pay no more for this great coffee than for 
ordinary. That's why, os Mrs. 8. G. G. says, you actually 


“ECONOMIZE WITH THE BEST.” 


MARTINSON 5 


Endorsed by Alfred W. McCann Laboratories 


Listen in Stenen WOR— Alfred W McCona 

Pure Feed How Every Monday, Twerdey, 

Wednesday, Theredey of 10 AM. ond te 

Martinson announcements, WOKE New 
Tet a high Adelity senen 


JOS. MARTINSON & CO. 
85 Woter Street, N.Y. C. 


Martinson supports its coffee economy 
claim by offering testimonials such as 
this. 


peal has been discarded. Martinson 
still uses Rolls-Royce and baby 
Bantum cars to make emergency 
deliveries and reports that grocers 
like to carry at least a few cans of 
the product because it gives the 
store “front.”” Even chains which 
specialize in coffee and blend their 
own brands look kindly upon Mar- 
tinson’s because it attracts a desir- 
able clientele to the store, while the 
price differential largely eliminates 
a competitive angle. 


Sense of Value Appeals 


The company’s major market is 
the huge middle class, which Mar- 
tinson finds, combines good taste 
| with a sense of value. To that group 
j}are addressed its long advertising 
messages. Copy explains that the 


coffee must be more expensive be- 
cause it comes from limited crops 
grown in countries not ordinarily 
identified with coffee. 

“Fine coffees are rare—like fine 
diamonds, fine tobaccos, fine flow- 
ers,” the copy states. “So scarce are 
such coffees that Martinson’s could 
never be produced on a national 
scale—there just aren’t enough cof- 
fees of that kind grown. Mass pro- 
ducers couldn’t begin to secure 
enough of them for their tremen- 
dous output—but Martinson’s is in- 
terested in making the best coffee, 
not the most.” 

Attention is likewise paid to the 
economy theme. ‘“True—Martin- 
son’s coffee costs a bit more per 
pound,” the story continues, “but 
actually it is no more expensive to 
use. Being a richer, stronger, more 
flavorful coffee, you never use as 
much of Martinson’s per cup. Every 
pound goes further, any Martinson 
user will tell you. So, in the long 
run, you pay no more for great cof- 
fee than for ordinary. That’s why 
you actually ‘Economize—with the 
Best.’ ”’ 

Martinson concentrates its adver- 
tising in newspapers covering the 
Metropolitan New York area. Some 
radio announcements have also been 
used. For the time being the com- 
pany is content to exploit the local 
market to the utmost. It still feels 
it hasn’t scratched the surface. 


Attorney Named 
Head of Hearst 
Holding Company 


New York, April 6—John S. 
Brookes, Jr., a lawyer and indus- 
trialist, this week was named presi- 
dent of American Newspapers, Inc., 
uppermost holding company in the 
publishing and business empire of 
William Randolph Hearst. 

The announcement was made by 
Clarence J. Shearn, who last year 
assumed Mr. Hearst’s voting power 
as a trustee. No statement was 
made as to how the election of Mr. 
Brookes would affect the publish- 
er’s status. 

Mr. Shearn said that Mr. Brookes 
will have full charge of the finan- 
cial and business management of 
the entire organization. American 
Newspapers controls practically all 
Hearst companies, including real 
estate, news syndicate and radio 
station holdings along with Hearst 
Publications, Inc. 


Gets Soap Account 


Aitkin-Kynett Company, Phila- 
delphia, has been appointed adver- 
tising agency for Iowa Soap Mfg. 
Company, Camden, N. J. 


WANTED: BUSINESS PAPER 


Chicago principals are interested 
in acquiring trade publication. Give 
full details for consideration. Re- 
plies in strict confidence. Box 1709, 
Advertising Age, Chicago 


(), every page of the 1939 Mail 
Order Catalogs, Youll Read— 


dant tale aoune 
7 the farmer 


_ SEE PAGE 26 
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DAMS HER WEALTH! 


+ 


Phoenix began to store her wealth with the completion of the famous Roose- 
velt Dam in 1911. Now a new multiple dome dam—the highest of its type in 
the world—will add to the concentration of magical water that has made pos- 
sible a remarkable diversification of activities. For while latest statistics 
place Phoenix 198th in population among America’s first 200 cities, its ac- 
tual size ranks it as 2nd in per capita of retail sales . . . 60th in total auto- 
motive sales .. . 74th in total drug sales... 77th in total wholesales sales... 
90th in total bank deposits .. . 97th in total income tax returns . . . 98th in 
total telephone connections . . . 110th in total electrical connections! Yes, 


if you want to make sales advertise where sales are being made. 


(REPUBLIC GBG5. “he 
joe G LETTE mo 


The ABC of Radio In Arizona! 


BOB HALL, National Advertising Manager = Representatives—Williams, Lawrence & CresmerCo. = @ —— Representatives—Paul H. Raymer Company is” 
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National Conclave 
Weighs Action on 
Consumer Problems 


(Continued from Page 1) 


standing between seller and buyer 
merits the active support of all ele- 
ments involved in this relationship. 

The keynote address was deliv- 
ered by Harold S. Sloan, executive 
director, Alfred P. Sloan Founda- 
tion, Inc., New York, who explained 
that consumer education puts indi- 
vidual buyers in possession of inde- 
pendent and authentic information 
regarding a wide variety of com- 
monly used goods and _ services, 
enabling them to make more effec- 
tive selections, which means more 
real income and a higher level of 
living. 

“This is really an extension of a 
practice that has long been accepted 
in the field of intellectual endeavor 
and art production,” said Mr. Sloan. 
“When we buy new books, we first 
read what the reviewers think of 
them; and before we attend a play 
or concert we make it our business 


to learn the opinions of the critics. 
The criticisms are not always fair 
or objective, and in the minds of 
authors and artists, not always com- 


petent. 
“No one would claim, however, 
that this system of independent 


appraisal has either threatened the 
structure of American intellectual 
accomplishment or undermined the 
development of our national artistic 
performance. On the contrary, few 
would deny that it has been of real 
value to buyers, and judging by the 
eagerness of publishers and man- 
agers to encourage criticism, it has 
been helpful to sellers as_ well. 
There is every reason to believe 
that development of good buyman- 
ship will prove equally beneficial 
when applied intensively to all 
commodities and services in gen- 
eral use today.” 
Sketches Economic View 


The significance of this “good 
buymanship” transcends any imme- 
diate personal gain, however, Mr. 
Sloan argued. 

“Free enterprise rests upon com- 
petition and competition is a strug- 
gle,” he said. “If we as consumers 
always buy intelligently, our deci- 
sions all work out for the best. We 
recognize quality where we see it, 
we reward merit where we find it, 


and we know a fair price when it 
is offered. The result is that con- 
scientious and efficient producers 
are rewarded with our business, 
and survive the competitive strug- 
gle to serve the public well. 

“On the other hand, suppose that 
our decisions are determined by the 
color or shape of a package, by the 
statements of paid endorsers, or by 
endless repetition of a trade name 
or slogan. It is ee possible 


FULLER & SMITH & ROSS 


WHERE is the advertiser who 
has a selling problem privatel, 
labeled, “Too hot to handle”? 
If he will make himself known 
to us wed like to demonstrate 
some holds and grips that spare 
blistered fingers and the use 


of tongs. 


71 Vanderbilt Avenue 
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CLIENTS 


Aluminum Company 
of America 


The Aluminum Cooking 
Utensil Co. 

Aluminum Ore Company 

Aluminum Seal Co. 


American Can Company 


General Stokers, Inc. 

he B. F. Goodrich Co. 
Brunswick, Diamond 
Hood and Miller Tires 
Goodrich and Miller 
Drug Sundries 


Hotels Statler Co., Inc. 


American Lumber 
& Treating Co. 


The Austin Company 
The Bassick Company 
The Bryant Electric Co. 
The Bryant Heater Co 


Central National Bank 
of Cleveland 


Chase Brass & Copper Co. 
Cleveland Fruit Juice Co. 


The Cleveland Railway 
Company 


The Climalene Company 


Commonwealth Shoe 
& Leather Co. 


P. & F. Corbin 


The Crowell Publishing 
Company 


Mig. Co. 


Olres + 


Detroit Steel Products Co 


NEW YORK Cc 


B. F. Drakenteld & Co., Inc 
Emery Industries, Inc 
Firth Carpet Company 


Fostoria Glass Co. 


Kensington Incorporated 
of New Kensington 


The Leisy Brewing Co. 
Lewis & Conger 
Lincoln Bag Company 
Mark Cross Company 
Alice Marks, Inc. 
Mutschler Brothers Co. 
The National Screw & 


New York University 

Carpenter, Inc. 
The Pennzoil Company 
Presto Recording Corp. 


The Standard Register Co. 
Steel Founders’ Society 
of America 


The Strong, Carlisle & 
Hammond Co. 


Fox Furnace Division 
of American Radiator Co. 


The Trundle Engineering Co. 
University School 
Vapoo Products Co., Inc 


Virginia Hot Springs Co 
The Homestead Hotel 
The Ward Products Corp 
Westinghouse Electric 
& Manutacturing Co 
Westinghouse Electric 
Elevator Co. 


Westinghouse Electric 
International Company 


Westinghouse Electric 
Supply Co. 


Westinghouse Lamp Div. 
Westinghouse X-Ray Co. 
West Penn Power Co 


The WGAR Broadcasting 


Company 
WJR The Goodwill Station 
The Wooster Frush Co 
The Wooster Rubber Co 


LEVELAND 
1501 Euclid Avenve 


SWAP OPINIONS ON CONSUMER PROBLEMS 


At the Stephens College consumer conference: John Benson, president of the 
Four A's, and Frank L. Martin, dean of the Missouri School of Journalism. 


that under such circumstances we 
will purchase inferior products and 
pay relatively high prices for them. 
We are then rewarding the less 
scrupulous and inefficient producers 
who may well come to dominate 
the market. Competition then be- 
comes self-destructive and the sys- 
tem of free enterprise fails. 


More Facts Required 


“New methods of marketing and 
merchandising, despite all their ad- 
vantages, have undoubtedly made 
identification of grades and evalua- 
tion of merit difficult. There has 
thus been exposed a new weakness 
in our traditional ways of buying 
and selling. Properly conceived and 
honestly executed, consumer educa- 
tion offers a remedy. It may well 
be said that just as education in 
general has always been essential to 
democracy, so consumer education 
today is equally necessary to free 
enterprise.” 


An Unbalanced Machine 


Dr. S. A. Mahood, president and 
research director, Intermountain 
Consumers’ Service, Inc., Denver, 
denied that such organizations as 
his are engaged in _ destructive 
and misleading propaganda against 
branded goods, saying their chief 
objective is to “make it clear to 
consumers that a brand name is a 


——$—< 


selling device and not a certified 
standard of quality and that the 
main purpose of a trade name is 
not to give consumers more for 
their money but to give producers 
and distributors more money for 
their product.” 


Adapted to Audience 


Mr. Benson said that advertising 
appeal, however influential, is 
molded more by public sentiment 
than is public sentiment by it, since 
advertising must appeal to the pub- 
lic on the plane of its own desires, 
tastes, needs and ethical sense. 

He offered a defense of emotional 
appeals, while admitting their mis- 
use at times. 

“But much of this emotional 
appeal is also uplifting and whole- 
some,” he said. “It stirs parental 
love of children and care for their 
health; stimulates ambition in the 
young for a more pleasing appear- 


ance, better manners, studious 
habits; emancipates women from 


household drudgery, and gives them 
leisure for other things. 

“All salesmanship plays upon 
emotion, suggesting a _ subjective 
need for the goods and the satisfac- 
tions they would afford. Critics of 
advertising also use this weapon, 
sometimes very carelessly.” 

Readers respond to emotional ap- 
peals better than to information 
about a product, he said. Factual 
data is incidental, not the moving 
force which induces action. As con- 
sumers become better educated, this 
situatioi may be reversed. Already 
advertising is giving more facts, in 
accordance with its traditional re- 


sponse to public demand, he added. 


“If advertising had never been 
developed as it has in this country,” 
he said, “we would never have at- 
tained the standards of living which 
we enjoy, nor would we suffer so 
acutely from a slump.” 

He urged the educators present to 
keep false doctrine and mistaken 
impressions out of consumer educa- 
tion to win support of the acdvertis- 
ing profession. 

“We will be frank and fair with 
you if you will work with us on 
that basis,” he promised. 


THis is Mr. Davis G. Kirby, the newly 
appointed Western Advertising Man- 
ager of The American Boy. 

Mr. Kirby has a thorough back- 
ground of training in the publication 
and advertising field, in which he has 
already won many friends. He comes 
to Sprague Publications, Inc., from 
Popular Science Magazine. Before 
that he obtained valuable experience 
from his association with the Katz 
Agency, well-known publishers’ 
representatives. He is a graduate of 
Dartmouth College and the Harvard 
School of Business Administration. 

He succeeds Ruddick C. Lawrence, 
who resigned to represent Fortune 


in Philadelphia. Mr. Lawrence has 
been with The American Boy for 
three years and has done excellent 
work. The American Boy wishes 
him well and strongly recommends 
him to Fortune advertisers and pros- 
pective advertisers in the Philadel- 
phia territory. 

We are happy to announce Mr. 
Kirby as an addition to our staff and 
feel sure you will enjoy meeting and 
knowing him. 
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OKLAHOMA CITY on the morning of April 22, 1889, the day of the 


historic ‘“‘Run,’’ was a railroad tank stop. By nightfall the same 
day, more than 6,000 persons were on the scene staking out a new 
city. From this drama-laden beginning, the Oklahoma City of 
today has arisen in the amazingly short span of 50 years. 


FOURTEEN YEARS AFTER the founding of Oklahoma City, E. K. Gay- 
lord and associates acquired the 9-year old Daily Oklahoman and 
founded The Oklahoma Publishing Company, In remarkable con- 
trast to this company’s original 22 by 60 foot home are the 
magnificent facilities of today, one of the largest, most modern 
and complete publishing plants in the Southwest. 
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The opportunities in a new land . . . the 
‘ision of its founders the aggressive, pio- 
neering spirit of those who came to take advan- 
tage of the opportunities offered have enabled 
Oklahoma City to spring from a prairie water 
Stop to an important metropolitan market in 
the short span of 50 years. It is this same set 
of factors that has made The Oklahoma Pub- 
lishing Company the dominant public service 
agency in Oklahoma and The Daily Oklahoman 
and Oklahoma City Times the foremost news- 
Papers in the state. 

The history of the Oklahoman and Times 
has been tightly woven into the story of Okla- 
homa City’s remarkable growth. Both trace 
their romantic histories back to the exciting 
days of April and May, 1889. While the city 
was doubling and redoubling in size from an 
*stimated 15,000 population in 1903 to its pre- 
‘ent 225,000 population, The Oklahoma Pub- 
lishing Company was anticipating the city’s 
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growth by continuously expanding the facili- 
ties and service of the Oklahoman and Times. 
No city was ever founded under more 
dramatic circumstances than Oklahoma City. 
No city has ever advanced so far in so short a 
time. No city looks forward to such a brilliant 
and prosperous future. And certainly no city 
faces that future with the support of such ac- 
tive and consciencious forces for its advance- 
ment as The Daily Oklahoman and Times. 


NBC RED 
APR. 22 
10:30 P.M. 
E.$.T. 


THE RUN OF "89 will be re-created over the NBC Red 
Network originating in the studios of WKY in 


Oklahoma City. April 22 marks the 50th anni- 
versary of ‘“The Run,"’ unique and dramatic event 
in U. S. history, when a 2 million-acre strip of 
virgin Oklahoma Territory land was opened for 
homesteading and thousands of land-seekers rushed 
in to stake claims, founded Oklahoma City. 


THE DAILY OKLAHOMAN 
OKLAHOMA CITY TIMES 


PUBLISHED BY THE OKLAHOMA PUBLISHING COMPANY 


THE FARMER-STOCKMAN; WKY, OKLAHOMA CITY; KVOR, COLORADO SPRINGS; MISTLETOE EXPRESS; 


AFFILIATED IN MANAGEMENT WITH KLZ, DENVER—REPRESENTED BY THE KATZ AGENCY, INC. 
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to see and enjoy Europe in order 
ito ‘ ‘get behind the headlines,” thus | 
| spotlighting the changing situation 
‘abroad instead of employing the 
|soft-pedaling that has marked most 
steamship company advertising. 
The agency in charge, Cecil & 
Presbrey, declared that the new 


a 
Exploited as Copy 
Theme by Cunard copy approach is being tested, and 
|will be used subsequently if results 


H Iq |meet expectations. Each insertion 
e includes a coupon. 


European Crisis 


Tense Situation 


Broadening Opportu- The idea of promoting European 

° travel during this period of unrest 
nity for Travelers jas the only way to “discover” the 
true situation abroad was first used 

New York, April 5.—Cunard|by Cunard several weeks ago in 
White Star, Ltd., broke copy in 42|copy which appeared only in spe- 


newspapers throughout the country 
this week which advised travelers 


cial foreign travel sections of a few 
papers. Cunard officials liked the 
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idea well enough to decide to give 
it a further test on a national basis. 


Quote Roy Howard 


| Size of the insertion varied in 
different cities, ranging up to 820 
‘lines. Part of the copy was devoted 
to excerpts from a copyrighted arti- 
cle by Roy W. Howard of the 
'Scripps-Howard newspapers. The 
| Howard dispatch from Paris pointed 
out that the American reader be- 
jcomes confused by the constant 
changes abroad, and too often 
clings to opinions long after the 
facts which led to such thoughts 
have become obsolete. 

Remaining copy pointed out that 
|Cunard bookings are ahead of last 
year, which is regarded as “an in- 
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| dex of confidence in the European | 
‘scene ... a desire of travelers to | 
|get behind the headlines and form 
itheir own impressions of the old 
| world.” 

An official at the agency said that 
it is hoped that other front-page 
reports such as Mr. Howard’s, 
which tie in with the “travel-to- 
find-out-for-yourself’” theme, will 
support future copy. 


Hitchcock Named 


R. W. Hitchcock, publisher of the 
Tribune, Hibbing, Minn., has been 
named publisher of the Daily Jour- 
nal, Rapid City, S. D., succeeding 
E. F. Lusk, who has resigned. E. H. 
Lighter, business and advertising 
manager of the Journal, will also 


By . 


|be general manager. 
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Instead of shying away from mention of 

turbulent Europe, Cunard White Star 

exploits conditions abroad as an oppor- 

tunity for travelers to “get behind the 
headlines.” 


Travelers to Test 
$1,000 Auto Policy 
in Newspapers 


New York, April 5.—Test adver- 
tising to determine consumer reac- 
tion to the appeal of a $1,000 auto- 
mobile insurance policy will be 
launched in newspapers here later 
this month, it was learned today. 

Travelers Insurance Company 
decided to undertake the test fol- 
lowing an unusual response to brief 
mention of the policy in a recent 
magazine insertion. Promotion of 
the policy will be expanded nation- 
ally if the experiment proves 
successful here. Newspaper inser- 
tions here will be couponed. Young 
& Rubicam is in charge. 

Travelers, along with other in- 
surance companies, adopted the 
$1,000 policy, which covers personal 
injury and property damage, about 
a year ago. To date, the plan has 
been promoted only to a limited 
degree by all companies. 


Uses College Papers 


College newspapers from coast to 
coast are being used by United 
States Lines, New York, in a cam- 
paign directed at students and 
teachers, said to represent the sec- 
ond largest travel group in the na- 
tion. Contracts were issued through 
National Advertising Service, Inc., 
New York, college publishers’ rep- 
resentative. J. Walter Thompson 
Company, New York, is the agency. 


Reeves in New York 


Knox Reeves Advertising, Min- 
neapolis agency, has opened a New 
York office at 122 E. 42nd street. 
Brad N. Robinson is in charge. 


SAYS THE (RD WO CHIONS 


THERE'S NO FUNNY 
MONEY IN NEBRASKA / 
(FUNNY MONEY IS THE KIND THAT 
ISN'T WHAT ITS CRACKED UP TO 
BE, BECAUSE STATE TAXES SHRINK 
ITS ACTUAL PURCHASING POWER) 
A *#750,000,000 BUYING 
INCOME THAT CAN BE TAPPED 
WITH OWE NEWSPAPER DESERVES 
\_semiows CONSIDERATION 
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Finance Company 
Offers One Rate 
for New, Used Cars 


Worcester, Mass., April 6— 
Standard finance methods of charg- 
ing a higher interest rate on used 
than on new cars were challenged 
in a plan announced today by 
Standard Acceptance Corporation 
in daily newspapers of Fall River 
and New Bedford. The copy will 
shortly appear in newspapers of 
other major New England cities, 
with two radio stations, WTAG, 
Worcester, and WNBH, New Bed- 
ford, telling the same story. 

Like many innovations recently 


made by independent finance com- 
panies, the current one is directed 
at winning back business diverted 
to banks. “It’s actually better to 
use the Thrifty Standard Plan than 
to pay cash for a car—if your 
money is earning 3 per cent or 
more,” says Standard Acceptance 
Corporation. 

Newspaper copy is featured by a 
chart showing total and monthly 
payments on unpaid balances rang- 
ing from $200 to $700, with iden- 
tical rates for used and new cars. 


Used Car As a Risk 


In auto finance circles the con- 
ventional higher rate on used cars 
has been justified by the assertion 
that losses are much larger on used 


car business than on new. This is 
attributed to the fact that some 
buyers become disgusted with the 
performance of the car, feeling that 
they have paid too much. Where 
a finance company operates on 6 
per cent interest, it usually raises 
the figure to 8 per cent on used 
cars. 


Gives Ironclad Protection 


Standard Acceptance Corporation 
also announced ironclad protection 
for car buyers in case of illness or 
accident, by virtue of disability in- 
surance, effective after 14 days. Af- 
ter that period, the advertisement 
said, instalments are paid by the in- 
surance company during the period 
of disability. In case of death or 


permanent disability, the insurance | 
company pays all remaining instal- | 
ments. 

Irving J. Lyon, treasurer of the 
Standard Acceptance Corporation, 
said that the new plan was devised 
to restore public confidence. The 


company believes, he said, that the 
public will give its patronage to 
any finance company which states 
its terms so clearly that they can be 
understood by the veriest tyro. 
Doremus & Co., Boston, handles the 
account. 


Magazine Changes Name 

Beginning with the May issue, 
The Photo-Lithographer, New York, 
will change its name to Modern 
Lithography. 


isten to the Men Who Know 


mber 4 of a Series of Advertisements Written by 
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Sell the First Million First 


he NATIONAL GEOGRAPHIC MAGAZINE +: WASHINGTON, D. C. 
NET PAID CIRCULATION EXCEEDS 1,000,000 
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Bruce Ashby Is 
Named Ruppert 
Advertising Chief 


New York, April 4—Bruce 
Ashby, a sales consultant who for- 
merly directed sales and advertis- 
ing of Postum 
Company, has 
been named di- 
rector of adver- 
tising and sales 
promotion of 
Jacob Ruppert 
Brewery, suc- 
ceeding George 
R. Jordan, who 
resigned April 1. 

Mr. Ashby has 


been an _ inde- 
pendent sales 
Bruce Ashby consultant for 


the past year 
and a half, but has given up his 
business to accept the Ruppert post. 
He was with Postum for six and a 
half years, following five years’ ex- 
perience with J. Walter Thompson 
Company. 

He was formerly connected with 
the U. S. Department of Agricul- 
ture, and organized that depart- 
ment’s publicity bureau. He is a 
native of Des Moines and a gradu- 
ate of Grinnell College. 


Quakers Resent 
Use of Sect’'s Name 
As a Trademark 


New York, April 4.—Advertisers 
who use “Quaker” as a brand name 
do so at the risk of offending about 
100,000 consumers, it was brought 
out this week at the annual con- 
ference of the Society of Friends, 
religious group commonly called 
Quakers. 

Food and liquor advertisers in 
particular are guilty of indiscrim- 
inate use of the word “Quaker,” the 
society declared, indicating that it 
intends to take action to curtail 
such use. Quaker Oats Company, 
Pennsylvania Sugar Company, 
maker of Quaker cane sugar, and 
Schenley Products Company, maker 
of Old Quaker whisky and gin, are 
among the food and liquor adver- 
tisers using the religious name. 

A committee was appointed to 
make a survey of the advertising 
use of the word and to recommend 
action. Those attending the con- 
ference were particularly incensed 
at the use of “Quaker” in liquor 
advertising, since society rules for- 
bid the use of alcoholic beverages. 

The origin of the word goes back 
some 280 years when the emotion 
of some members of the religious 
group caused them to be referred 
to as “quaking with religion.” The 
original meaning was later lost, and 
the term applied to the entire 
group. 


Dyer Heads 
Ninth District 

Gene Dyer, Station WGES, Chi- 
cago, was elected regional director 
of the Ninth District, National Asso- 
ciation of Broadcasters, at a meeting 
in Chicago, March 27. 


Mr. Dyer succeeds Walter Damm, 
WTMJ, Milwaukee. 


Three Name Walters 


Walters Advertising Associates, 
New York, has been appointed to 
handle advertising for Free-Lance 
Photographers Guild, New York; 
Arco Publishing Company, New 
York; and David Thomas Shoes, 
New York. 


.S) ae 

Scrap Book” Sells Space 

Beginning with the May issue, 
Sales Scrap Book, published by 
Salesmen’s League of America, New 
York, will accept advertising. The 
magazine is sold to salesmen and 
sales managers in the United States 
and Canada. 


Form New Agency 


Barton & Goold, Inc., has been 
formed as a general advertising 
agency with offices at 420 Lexing- 
ton avenue, New York. Roger Bar- 
ton is president and Gilbert Goold 
secretary-treasurer. 


ot ey aes 
a tee” 2 


ee = : 
= = ee viii — l 
se 
— ee | 
ees. eee ; 
| 7 
: a 
tar : 
Or- 
the | 
| @ 
Y FP ate ‘ 
Aus? Pet eae aie 
'er- ; 
‘ac- 
ito- y 
be 
ater 
y. 
any : 
fol- 
rief 
rent 
of 
ion- 
ves 
ser- 
ung , | 
in- § 
the : | 
onal 
,0ut | 
has 
ited 
st to 
ited 
am- 
and 
sec- 
na- 
yugh 
Inc., 
rep- 
pson 
ney. 
Min- 
New 
reet. 
— Ss 
r ; 
) 
2) a4 
/ 
e tec an 


lias 


12 


ADVERTISING AGE 


April 10, 1939 


r Advertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 


Trade Mark Registered in U. S. Patent Office 
ISSUED EVERY MONDAY BY ADVERTISING PUBLICATIONS, INC. 


Publication Office, 100 E. Ohio St., Chicago. . 


New York Office, 330 W. 42nd St... 


G. D. CRAIN, Jr., President and Publisher 
©. L. BRUNS, Vice-President. 


S. R. BERNSTEIN, Vice-President. 


...Tel. Del. 1337 
Tel. BRyant 9-6432 


E. KEBBY, Secretary 


Editorial Department 
IRWIN ROBINSON, Managing Editor; MURRAY E. CRAIN, A. P. MILLS, RICHARD 
B. ESPEY, ALLEN LEKUS, RALPH O. McGRAW, E. KOLLER and E. C. HALL, 


Associate Editors 
Correspondents in All Principal Cities 


Advertising Department 
NEW YORK: M. D. Hicks, Eastern Advertising Manager; E. F. Thayer, Philip W. 


Murphy, L. S. Irwin. 
Gafford. 
Manager. 

Manager. 


CHICAGO: O. L. Bruns, Western Advertising Manager; J. C. 
SAN FRANCISCO: Simpson-Reilly, Ltd., Russ Bldg., Walter S. Reilly, 
LOS ANGELES: Simpson-Reilly, Ltd., Garfield Bldg., N. F. Loundagin, 
ATLANTA: B. Frank Cook, Walton Building. 


S. R. BERNSTEIN, Director of Research and Promotion. 


MEMBER 
Audit Bureau of Circulations, Associated Business Papers, Inc., National Publishers 
Association, Advertising Federation of America 


Vol. 10, No. 15 


April 10, 1939 


10 Cents a Copy, $2 a Year 


Appliance Pricing Problems 


Efforts now being made in the 
electrical appliance field to reduce 
prices as a means of broadening 
the market for both manufacturers 
and utilities have attracted atten- 
tion from other industries. There 
is no doubt that getting merchan- 
dise into the hands of more people 
through lowering production and 
distribution costs is a necessary ob- 
jective for all American industry. 
Just how to accomplish it with fair- 
ness to all concerned is the problem. 

The plan proposed for marketing 
food surpluses to the undernour- 
ished has been worked out on a 
basis which apparently protects the 
interests of retailers. Some of the 
criticisms directed against current 
pricing policies in the electrical ap- 
pliance field suggest that this ele- 
ment has not been given as much 
consideration as may be necessary. 
In fact, some of the special efforts 
to increase volume and lower prices 
have been criticized because of the 
possibility of antagonizing retailers. 

“What of the dealer?” asks Elec- 
trical World in its March 25 issue, 
discussing the efforts which have 
been made through package sales 
of appliances at substantial dis- 
counts, as well as the demand of 
utility companies for appliances 
which can be merchandised at 
prices well below present estab- 
lished levels. “Obviously the dealer 


could not secure the same price, 
because his orders would be much 
smaller and it would cost more to 
sell him. 

“Would the utility expect to use 
its advantage to the detriment of 
the dealer? It would be a mistake 
to do so. Dealer cooperation would 
dry up quickly, and with it a tre- 
mendous load-building volume. 
Good will would be sacrificed —a 
thing that is so precious today to 
any utility—and the flood of anti- 
merchandising bills would break 
out anew. 

“It is unfortunate that many 
manufacturers are so hungry for 
business that they are willing to 
snap at almost any bait. It is going 
to take courage to repulse such 
offers. But now is the time to take 
a stand. So far the damage is not 
great, but the demand for special 
prices and bargain-counter offers is 
growing. Unless checked promptly, 
it will become unmanageable.” 

A gradual reduction of prices, 
based on increased volume and pro- 
duction efficiencies, is desirable 
from all standpoints. Short-cuts to 
this objective, through special deals 
and temporary low-price offers, 
involve distribution problems which 
should not be overlooked. Troubles 
of that kind invariably come home 
to roost. 


Dramatizing the Advertisement 


A well-known national advertiser 
in the food products field has the 
job of keeping its salesmen and 
dealers sold on the volume and 
quality of its consumer advertising. 
It has just discovered the interest- 
ing fact that both the sales organ- 
ization and the retailers are keenly 
interested in the actual mechanics 
of producing an advertisement, 
especially when serious research 
into consumer preferences and buy- 
ing habits furnishes the background 
for the advertising appeal. 

Likewise it has learned with 
great interest that its advertising 
agency, a great organization splen- 
didly equipped with facilities for 
research, copy, layout, art and pro- 
duction, can be successfully mer- 
chandised to the entire distribution 
organization. Salesmen attending 
meetings at headquarters have been 
taken through the agency and 
shown just how an advertisement 
gets itself written, illustrated and 
produced, and their reaction has 
been one of enthusiasm. So the 
story has been dramatized and 


passed along to the retailers who 
must use the advertising aids fur- 
nished by this successful producer. 

Few salesmen and fewer dealers 
have any idea of what goes on be- 
hind the scenes in an advertising 
department or advertising agency. 
An advertisement looks very simple, 
and few outsiders realize the time, 
thought and energy required to 
produce it. Many retailers, for in- 
stance, think a four-color magazine 
page can be dashed off with little 
effort beyond that required for 
making the illustration. 

Big advertisers who must mer- 
chandise their efforts to their sales 
and distribution organizations have 
a real opportunity to get new in- 
terest in advertising by showing 
just what the process of turning 
out good advertising is. They will 
find, if they take the trouble to ex- 
plain just how it all happens, that 
both salesmen and dealers will de- 
velop new enthusiasm for the ad- 
vertising messages which form an 
advance guard of sales impressions 
in their behalf. 


Reprinted by special permission from 


by the Curtis Publishing Company. 


AND IT'S ONLY AROUND THE CORNER! 


— 


The Saturday Evening Post. Copyright 1939 


"| suspect that television station they built near by.” 


Travelers’ Perils 

We've just had a couple of hun- 
dred chuckles out of the 75th anni- 
versary edition of the “Travelers 
Record,” a monthly journal pub- 
lished by The Travelers insurance 
companies during the sixties, seven- 
ties and eighties of the last century. 
This anniversary issue contains 
choice pieces from the first ten 
years’ issues, and it certainly gives 
a picture of violent death and 
destruction that must have had a 
real effect upon those who saw its 
pages. And the engravings! No 
murder mystery of the present day 
could compete with the horrendous 
events portrayed by leading car- 
toonists and artists of the day. 

The issue is filled with discus- 
sions of the Chicago fire, Lincoln’s 
assassination, the rescue of Liv- 
ingstone by Stanley, and vivid 
descriptions of an appalling number 
of disasters. But perhaps advertising 
men would most appreciate this edi- 
torial headed, “To a Blackmailer”: 

“It is a long time since we have 
paid our respects to this notorious 
individual, whose name, not only 
among the insurance fraternity but 
with the advertising public, has be- 
come a synonym for the meanest 
kind of blackmailing, scandal and 
slander. Female Seminaries, Col- 
leges, Insurance Offices, and other 
institutions which have the courage 
to withhold their patronage from 
the advertising columns of his 
worthless Quarterly are viciously 
and persistently assailed by this un- 


principled libeller, while those who | - 


pay the price, are regularly puffed 
ad nauseam. A greenback will buy 
his praise for the meanest, and the 
want of it draws his abuse upon the 
best. The utter insignificance of 
the Review, which has neither sub- 
scribers or readers, alone prevents 
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him from indictment as a_ public 
nuisance. Restrained neither by 
conscience or shame, he attacks in- 
discriminately both ladies and gen- 
tlemen who refuse his impudent de- 
mands. Having the morals of a 
gypsy, and the passion of a goat, 
his animal instincts are necessarily 
of the lowest order. Old as a trilo- 
bite, he has little in common with 
modern civilization, except a desire 
for other people’s money. His chief 
enjoyment is the society of bad 
smelling dogs, very much to the an- 
noyance and discomfort of his 
neighbors. Barnacles upon a good 
ship’s bottom are quite as useful to 
the navigator, as this wretched par- 
asite to the underwriter; and yet 
there are those who buy their peace 
with money, when the work could 
be much better done with tongs.” 


Jottings 
Have you heard about the big 
Detroit stationer who filled his 


show window heaping full of all 
kinds and varieties of globes, with 
the sign: “Look what Hitler did to 
us! Fifty per cent off on all globes.” 
And speaking of maps, the Salt 
Lake Tribune-Telegram probably 
pulled the neatest stunt of them all 
when it installed a window display 
showing a map of Europe and the 
extent of its news coverage. To 
avoid map-making headaches, the 
outlines of Germany were deline- 
ated with a heavy elastic band, 
which could be properly stretched 
after each new addition. . . 
“An executive has nothing to do” 
the letter which originally ap- 
peared in ADVERTISING AGE some 
years ago—is still going strong. Just 
last week a Birmingham organiza- 
tion sent along a reprint of it on a 
mailing card, explaining that they 
copied it from a card which had 
come to them... 
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Information 
for 
Advertisers 


The following documents may be 


secured without charge from com- 
panies sponsoring them, or through 
ADVERTISING AGE, by any national 
advertiser or advertising agency 
executive writing on his business 
| letterhead. 


No. 1483. Liquor Survey of Omaha, 
Nebraska. 

The Omaha World-Herald has is- 
sued this study, which tabulates 
percentage of distribution by brands 
among the 133 Omaha liquor deal- 
ers covered in the survey, and 
shows the rank of sale of the many 
brands of whiskies and gins. 


No. 1484. Standard Market Infor- 
mation. 
This folder, issued by the Minne- 
sota Network, contains data on 
population, radio homes, retail sales 


ket. Facts are included about the 
facilities of KSTP, St. Paul-Min- 
neapolis, the key station, 
Rochester, 
KFAM, Saint Cloud. 


No. 1485. Fashions in Cartons. 
More than 60 different styles of 


Robert Gair Company. Each illus- 
tration contains a diagram of the 


construction and proportions, as 
well as the finished, printed and 
assembled package. 


No. 1486. Retail Buyers in Action. 


This study, issued by Kindred, 
MacLean & Co., covers all drug 
stores and their sales, within a 
radius of 100 miles of a point on 
the Atlantic seaboard, as reported 
by the U. S. Census of Distribution 
of 1935. The retabulation of the 
census data shows 191 towns within 
the 100-mile radius where retail 
buyers spend a total of more than 
six billion dollars a year. 


No. 1464. A Private Audition. 


Radio Station WMC, Memphis, 
has issued this new study of the 
Memphis trading area, giving tabu- 
lations of population, radio homes, 
spendable incomes and other market 
data, by counties, for the station’s 
day and night coverage. Facts 
about WMC’s facilities, programs, 
and merchandising helps are cov- 
ered in detail. 


No. 1467. Facts About the Contin- 
uous Large-Unit Buying of Au- 
tomotive Equipment by the 
Transportation Industry. 

Traffic World has issued this 

bulletin which presents new facts 
on its automotive market, based on 
a recent extensive study. It de- 
scribes the constituents of the mar- 
ket, and new facts in the break- 
down of the market by makes, and 
includes an indication of what its 
group of buying executives will 
purchase in 1939. Charts and pho- 
tographs illustrate the points pre- 
sented. 


No. 1477. Standard Market 
for Dallas, Texas. 


This study, issued by The Dallas 
Morning News, offers detailed mar- 
ket information covering population, 
standard of living, industries, whole- 
sale and retail trade outlets, with 
maps of the Dallas retail trade area. 
Facts about the paper’s editorial 
set-up, merchandising service, cif- 
culation, linage and other details 
are included. 


Data 


No. 1478. Yearbook, 1939. 


Several sections compose _ this 
new brochure issued by the L0s 
Angeles Times. Opening pages are 
devoted to Southern California’s 
industry and commerce, and the 
other sections deal with the cover- 
age of the market by Los Angeles 
papers, comparative linage figures 
in various classifications, and the 
features and services of the Timés- 


and spendable income for this mar- 
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ie THUNDEROUS News 
FOR ADVERTISERS 


As startling and powerful as a bolt of lightning, a 


great new force descends on the advertising world. 
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Shattering records and precedents,‘**Farm Journal 
and Farmer’s Wife’’ appears as the greatest rural 
magazine in history. 


A publication for the entire farm family—the 
largest paid subscription list of any magazine! 
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A country magazine—the seventh largest national 
magazine in America. 


conscious editorial content of all mass magazines 
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Zonite Expands 
Its Appeal as 
Dandruff Remedy 


(Picture on Page 31) 


New York, April 5.—First full- 
page advertising by Zonite Products 
Corporation since 1934 will break 
in consumer magazines next week, 
featuring the Zonite dandruff treat- 
ment which was recently developed 
after more than a year’s research. 

Liberty, Life, and The Saturday 
Evening Post will carry the cam- 
paign which is slated to run for 
three months. The dandruff use of 


sively, marking the first time in 
several years that Zonite has de- 
voted entire insertions to a single 
use. 

The drive will feature a combi- 
nation of a bottle of Zonite and a 
bottle of Barcelona castile shampoo. 
The package will be sold on a 
money-back guarantee, offered as a 
$1.10 value for 47 cents. 


Research Findings 


Discussing the background of 
Zonite’s entry into the dandruff 
remedy market, G. Allen Reeder, 
advertising manager, said that fol- 
lowing discovery of the causes of 
dandruff the company began to ex- 
periment with applications of its 


Clinical tests showed that Zonite 
killed scalp germs, and a scalp 
treatment was developed. However, 
it was found that the type of soap 
used in the treatment was impor- 
tant, and Zonite began a search for 
a shampoo which would prove sat- 
isfactory. 

Barcelona was found to be suit- 
able, and arrangements were made 
with the manufacturer to distribute 
the soap along with Zonite. The 
company began to seek distribution 
for the combination last August. 
About 50 per cent national distribu- 
tion has now been achieved, Mr. 
Reeder estimated. 

Zonite as a scalp remedy has 
been mentioned to a limited degree 
in recent months, in conjunction 
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with copy promoting other uses. 
Consumer and trade reaction to the 
scalp treatment combination has 
been good, according to Mr. Reeder, 
and heavy promotion is planned in 
the future. Advertising of Zonite 
products is handled by Cowan & 
Dengler. 


_TruVal Doubles Drive 


TruVal Manufacturers, Inc., New 
York, has doubled its advertising 
efforts for its line of shirts. Color 
copy is scheduled for Collier’s and 
The Saturday Evening Post. The 
drive will be concentrated in the 28 
best shirt-selling weeks of the vear, 
from March through June and from 
late September to the end of the 
year. Grey Advertising Agency, 
New York, has the account. 


~* 


Since William Penn first settled his “Greene 


Countrie Towne,” individual home-planning 
and home-making have been a Philadelphian’s 
greatest joy. 

This deep-rooted love of an individual home, 
this happy heritage, makes the selection of a 
place to live the brightest adventure of a 
Philadelphian’s life. 

To understand how powertul this home 
instinct is among Philadelphia peop!e, vou have 
but to visit the showing of «a sample single- 
family home in a new real estate development. 
thousands are attracted to 


‘Thousands upon 


these idealized homes. Their cars choke the 
streets. People stand in line tor hours waiting 


their turn to see the newest achievements in 


home beauty, comfort, convenience. 

Nowhere else in America is there so eager 
a metropolitan market for home products. In 
no other city in the country are there so many 
-each with its multi 


single-family dwellings 


tude of needs, trom root-top to turnace room. 


Here every manufacturer of home supplies, 
foods and equipment finds a rich, responsive, 
ever-active field for sales. And the one news- 
paper that will carry his advertising message 
into more homes in the nation’s greatest City 
of Homes is—The Evening Bulletin. 

For thirty-four continuous years more people 
have been reading The Evening Bulletin than 
any other Philadelphia daily newspaper. An 
unusual record. No American newspaper of 
comparable circulation can approach The 
Bulletin in years of leadership—and few equal 
it in number of readers. 

But more important than this, Philadelphians 
buy The Evening Bulletin to read—never to 
get a premium. And they carry their interest 
into the advertising in The Evening Bulletin’s 
pages. Recent surveys show that the attention 
advertising receives in The Evening Bulletin 
is far greater than its lead in circulation would 
indicate. For with The Bulletin. they buy to 


read—and read to buy.* 


cS, Philadolohia—Cily of Thome 


ie ig ad home Oye 


‘te / 


Without prizes, premiums or subscriber con- 
tests, The Evening Bulletin has grown from 
the smallest to the largest Philadelphia daily 
newspaper. Solely on reader interest and con- 
fidence The Bulletin has gained and held its 
place as the leading daily newspaper in the City 
of Homes. 

The Evening Bulletin publishes its circula- 
tion figures in every issue, and has for more 
than forty years. The Bulletin’s circulation— 
all net cash paid—is Philadelphia circulation: 
94.6'« in the Philadelphia retail trading area. 

Consult your advertising agency about the 
reader 
interest, without prizes, premiums or subscriber 


advantages of circulation gained on 


contests. Learn how, with The Evening 


Bulletin alone, you can reach more homes 
within Philadelphia than with any other news- 
paper, morning, evening or Sunday—at one of 
the /awest costs per reader anywhere! 

*Detaila of recent impartial research on the attention value 


of advertisements in The Bulictin will be gladly supplied 
upon request 


ay (eli 


Copyriaht, 1030, Bulletin Company, Philadelphia 
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Direct Mailers 
Hear Knox Plan for 


Printing Control 


Chicago, April 5.—More than 200 
members and guests of the Direct 
Mail Advertising Club of Chicago 
today heard Frank M. Knox, New 
York production specialist, expound 
the workings of his plan for print- 
ing control. 

Mr. Knox’s plan is most quickly 
described as one designed to help 
both the advertiser and the printer 
get the most for their money with- 
out hampering the creative ability 
of the art director or layout expert. 
It takes cognizance of the variety 
of press and paper styles and can 
be used on either offset or letter 
press jobs. 


It involves the use of four manu- 9 
als. The first contains 267 styles of § 


folders, ranging from four to 24 


pages. Any of these styles may be | 
used to gain a maximum amount of } 


printing for the money spent. A sec- 


ond manual is devoted to booklet 9 
styles in 100 page sizes; a third lists § 


69 standard paper sizes, while the 
fourth 
production executive to work effici- 
ently with his art department and 
his printer. 


Cites Avoidable Waste 


Use of the manuals, Mr. Knox 
said, will avoid such instances as the 
one in which the paper waste in 
printing 500,000 folders amounted to 
$49.06. This waste, he commented, 


could have been saved if the size 7 


of the folder had been changed by 
no more than one-eighth of an inch. 
Another’ instance of 
waste, he added, was experienced 


is designed to enable the | 


avoidable | 


by a national advertiser whose fold- | 


ers were to be printed from a 38 by 
50 inch sheet. Improper allowance 
for paper shrinkage in color print- 
ing on this job cost the printer $400, 
Mr. Knox said, and also spoiled the 
quality of the work when it finally 
was completed. 

He emphasized that the use of the 
Knox plan in no way infringes upon 
the printer’s profits, 
serves only to help the latter work 
more efficiently for his client. In 
its entirety, the plan is the result of 
seven years of work and more than 
$50,000 worth of research which be- 
gan when Mr. Knox isolated him- 
self in the wilds of New Brunswick 


but that it 


to concentrate upon its initial devel- | 


opment. 

His first client was (and is) the 
Gulf Refining Company. Other ad- 
vertisers using the plan are the 
Westinghouse Electric & Mfg. Com- 
pany and the Standard Oil Com- 
pany of New Jersey. 

The four manuals are sold for 
$750, with the price including the 
services of Mr. Knox’s staff as con- 
sultants for a six-month period. 


—— 


Lawrence Changes Post 


Clark W. Lawrence, formerly 
with W. L. Stensgaard & Associates, 
has joined the art department of 
—— & Associates, Day- 
ton, O. 


ORDER 
-—NOW— 
THE NEW 1939 
STANDARD 


ADVERTISING 
REGISTER 


It has been completely revised 
since January, it lists 12,000 
national and sectional adver- 
tisers, giving 
all essentia! 
data for solicit- 
ing and sales 
promotion. 
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PUBLISHING CO., Inc. 
330 W. 42nd St. 333 N. Michigan Ave. 


Chicago 


New York 
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This pioneer pictorial publication for construction men, in existence when there was little publishing recognition 

that human beings craved a mixed diet, is read by today’s busiest men — engineers and contractors who in 1939 

will convert construction blueprints into more than 8 billion dollars’ worth of completed projects — the greatest 
construction volume since boom-time 1929-30. 
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70% Pictures 


Not a follower but a 


pioneer. The world went 
picture crazy years after 
Vol. 1, No. 1 came off 


the press. 
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Another Language 
ls No Barrier 
fo FIC Scrutiny 


Inspection Reveals 
Questionable Cigar- 
ette, Drug Copy 


Washington, D. C., April 4.—The 
Federal Trade Commission said to- 
day that inspection of foreign lan- 
guage newspapers, most of them 
being published in New York, had 
revealed “many questionable adver- 
tisements of the type ordinarily re- 
ceiving its attention.” 

Several of the advertisers in- 
volved are nationally known in 
their respective fields, the FTC 
added. Products advertised include 
cigarettes, drug preparations, cos- 
metics, a washing compound, health 
devices and appliances and alleged 
health foods. Newspapers inspected 
are published in ten foreign lan- 
guages and have a combined cir- 
culation of 1,000,000. 

“Translations of many of the 
questionable foreign language ad- 
vertisements,” the FTC commented, 
“show that they do not differ sub- 
stantially from the English language 
advertising disseminated in the in- 
terests of the same products in 
American newspapers, some of 
which already are under observa- 
tion.” 

All of the companies involved in 
the present survey are American. 
So far, out of a total of 67 adver- 
tising specimens studied, 33 have 
been found “questionable” from the 
FTC’s standpoint. Fourteen of the 
total are said to be substantially 
similar to copy for the same prod- 
ucts appearing in English language 
newspapers. 


Spot Radio Being Checked 


The Radio and Periodical Divi- 
sion of the FTC, headed by Pgad 
Morehouse, is conducting the in- 
vestigation, with experts from the 
State Department assisting in trans- 
lation. Mr. Morehouse said that the 
investigation had not yet advanced 
to the point where action by the 
FTC is contemplated. His division, 
he added, either settles the issue by 
stipulation or turns over its findings 
with recommendation for prosecu- 
tion to the general counsel of the 
| oe 

The FTC has also announced that 
commercial spot radio announce- 
ments are being checked by the 
Radio and Periodical Division. The 
check here is being made to find 
out the extensiveness of “ad lib- 
bing” in commercial broadcasting, 
particularly with reference to 
smaller local radio stations. This 
inquiry has been proceeding since 
January and the Commission may 
soon be in a position to report its 
findings on the study. 

Currently under survey also are 
the advertising catalogs and circu- 
lars sent out by upwards of 50 mail 
order houses. This survey has pro- 
ceeded no farther than the marking 
of “questionable” copy by Commis- 
sion experts. 


METROPOLITAN STATION I 
COSMOPOLITAN AUDIENCE 


All-Year Club 
Suggests Tourist 
See the Fair, Too 


(Picture on Page 31) 

Los Angeles, April 6.—The All- 
Year Club of Southern California, 
long a staunch exponent of this re- 
gion’s position as the number one 
Mecca for tourists, has given its first 
boost to San Francisco in its current 
campaign. ; 

Copy still dwells upon Southern 
California’s myriad attractions, but 
it also points out that these, com- 
bined with the Golden Gate Exposi- 
tion in San Francisco, offer the 
tourist the biggest ‘‘double feature”’ 
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value of the season. Admitting 
that “we had our typewriter over- 
hauled this year to tell you all 
about Southern California,” the 
All-Year Club closes one insertion 
with this rhetorical question: 

“But how can we talk so much 
about Southern California when 
there’s a beautiful World’s Fair 
right next door to us?”’ The attrac- 
tions of the Fair, copy continues, 
“make this a special year out here 
on the Pacific Coast, and give you 
better reasons than ever to come 
West.” 

“Just a Few Hours” Distant 

Other insertions on the “double 
feature” theme list Southern Cali- 
fornia as feature number one and 
the Fair as feature number two. In 


sequence technique, the prospective 
tourist “sees himself” in the sun on 
the beach, fishing in a mountain 
stream, enjoying Los Angeles night 
life, and finally taking in the San 
Francisco Fair. Copy reminds him 
that the latter is “just a few hours 
from Southern California.” 
Club Uses Coupons 

Coupons on all insertions invite 
readers to send for bookets showing 
the complete cost of vacation trips 
to any of several parts of the state. 

Magazines on the All-Year Club 
schedule include Collier’s, Cosmo- 
politan, Grade Teacher, Instructor, 
Life, National Geographic, The 
Saturday Evening Post and Sunset. 
Midwest newspapers are also being 
used. Lord & Thomas is the agency. 


—— 


Standard Oil 
Releases 2 Films 


Standard Oil Company of Indiana 
has released two films, “The Story 
of Gasoline” and “The Story of 
Lubricating Oil.” 

Each subject is two reels in 
length, Standard Oil using a sound 
version, while the United States Bu- 
reau of Mines is using a silent ver- 
sion in its exhibits at the world’s 
fairs in San Francisco and New 
York. Camera, Inc., Chicago, is the 
producer. 


Gets Entire Account 


Leon Livingston Advertising 
Agency, San Francisco, has been ap- 
pointed to handle all advertising of 
Langendorf United Bakeries, San 
Francisco. 
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by McGraw-Hill Publishing Com-|fair-minded, he added, “but the} Woodward to Agen 
Lund, Cabell Head pany. Mr. Lund and Robert H.|/only way to benefit by the ae 


: . Herbert E. Wood d, f erl 
Chicago Forum on Cabell, president of Armour & Co.,|common sense and fair-mindedness sinabhant of agate mt Products 


Company and of International 
Druggists and Chemists Labora- 
In opening the forum, James H.| tories, has been — te 
F : — : = : : 5 : E “| representative of uenther-Brad- 
Chicago, April 5.—The social ob-|business and industry today is|McGraw, Jr., president of Mc- ford & Co., Chicago agency. He 
headquarters’ in 


led the discussion before a closed|of the public is to make sure that 
; } meeting of 100 Midwest executives. | it is fully informed.” 
P ublic Relations Mr. Lund said, “The first need of 
ligation faced by business of telling |‘Know Thyself.’ This information| Graw-Hill, said that confusion in| wil] maintain 
its story to the public can be ade- must be imparted to all elements industrial thinking is largely re-| Adams, N. Y. 
quately met only when that story is} which make up the public, adapt- sponsible for the bewildered atti- 
directed at all the elements com-|ing the method and procedure to : 4 
prising the public, instead of being| the need of each, so that we all ec ‘a port ape Bc ar - Restaurants Plan Contest 
directed simply at an indiscriminate |may know those things upon which citten te tee Os ts oldihe 
~~ . oe pas ae ae can be achieved, he said, “until 
This was the keynote sounded | built.” ’ ’ 
'} here yesterday by Robert L. Lund, 


p aaa , R judged outstanding. 
addressing the second in a series of|standard of living and welfare of|with the communities in which ape 8 
public relations forums sponsored | the American people. The public is | your plants operate.” 


the contest committee. 


HE LADIES’ HOME JOURNAL is not what you would call a “parlor” 
magazine. It follows women to every part of their homes — and lives. 
It moves whole families to action. It helps menus, make-up, babies, 
furnishings, clothes, homes—yes and good legislation and thinking. 

Countless things happen when the Journal comes out. Each is 
evidence of a vital appeal to people who buy things. And the total 
makes a great national force which helps those who buy as well as 
those who sell through Journal advertising. | 
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VITAL NEW JOURNALISM FOR TODAY’S WOMEN...., 


up TO DATE! 
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National Restaurant Association 
will sponsor a contest in connection 


with National Restaurant Week to 
Mr. Cabell urged that industry each of you has established sound|be observed May 8-14, awarding 


executive vice-president of the|inform the public of the contribu-| Public relations with your own em- ee to as — a 
Lambert Pharmacal Company, in| tions made by big business to the|Ployes, your own customers and] VOOUSiS CORY ti ertin J. 
Harding, Chicago, is chairman of 


BOOSTS EMPLOYERS 


Mr. and Mrs. Pablic. . Meet Mir. Fair Employer 
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BAKERY, CONFECTIONERY & MACARONI 
WORKERS INTERNATIONAL UNION of AMERICA 


403 PEOPLES ALLIANCE BLOC 


PITTSBURGH PA. 


This newspaper copy, sponsored by the 
Bakery, Confectionery & Macaroni Work- 
ers Union of Pittsburgh, is designed to 
sell the public on advantages of buying 
food products made in union plants. 
The Clark W. Kelly agency is in charge. 


Network Billings 
for March Ahead 
of Year Ago 


New York, April 4.—Radio net- 
work billings for March were 4.2 
per cent over March, 1938, accord- 
ing to figures released this week by 
Columbia Broadcasting System, 
Mutual Broadcasting System and 
National Broadcasting Company. 
The total for last month was 
$7,403,512 as compared with 
$7,103,397 for March, 1938. 
Continuing on the upgrade for 
the 16th consecutive month, NBC 
reached an all-time high of $4,170,- 
852 last month, a rise of 9.6 per 
cent over the $3,806,831 total for 
the same month last year. NBC 
billings for the first quarter of 1939 
were 7.7 per cent ahead of the 
volume for the corresponding 1938 
quarter. 
The CBS March total of $2,925,- 
684 represented a decline of 3.6 per 
cent from the $5,055,929 figure of 
March, 1938, the highest in the net- 
work’s history. The CBS March 
total, however, was a gain of 15.1 
per cent over February. For the 
first quarter of this year, CBS vol- 
ume was 5.3 per cent below the 
volume of a year ago. 
Mutual reported billings of 
$309,976 last month, a gain of 31.8 
per cent over the $240,637 figure 
for March, 1938. For the first quar- 
ter of this year MBS billings were 
up 15.8 per cent. 


Starts Newspaper Drive 


The New York State Textile As- 
sociation has launched a newspaper 
campaign featuring the “Buy Amer- 
ican Made Goods” theme. 


NATIONAL DEFENSE 


BIGGER PAYROLLS 
IN BALTIMORE 


Defend your position in 
the Baltimore market 
on WFBR 


NATIONAL REPRESENTATIVES — 
EDWARD PETRY & CO. = 


ON THE NBC RED NETWORK 
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Voice of the Advertiser 


6 This department is a reader’s forum. Letters are welcome. 


Tipoff on Tomorrow’s 
Business Promotion 


To the Editor: Here is a repro- 
duction of the first business an- 


nouncement to be sent via radio 
facsimile, so far as we have been 


able to check. 


While the illustration of the artist 


at the drawing board may suggest 


iE mance 5. 1970 THe wren 5 1939 
UNITED 
BROADCASTER; 


WHK WSKE 
CLEVELANE OHIO 


ANOTHER *F 1 AST* Flim Deve. Ant 
Fao wuhmay STUCIAWd, (85., 4&0 /€R~ 
rs SiN eat asTusl S aT 324 wore 
~ ive ane ‘ 

oF Suse $1001 2s race | tF ae a 

TAFFES, FINANCED AND OPERATED By 
peor FRa RRAY, & 
. — WCES We. RAR, Mu 

A Fa FT BDEWEL. AnD SCHOCL wr 
ART, aw F4 ED ay SPiCimR STUDIES 
ik biTTs Law, ~é* aci? BM Sri Aso 
ACOES TC “HS BacKGAlLND 1S A ACH 
CRPCRIENCE IN THE FOREMOST Dr Pam T+ 
WENT STORES OAC WERSPAPERS CF ThE 
CCunTa’. Jrk MAS ALREADY BEEN 
AECOGNIZED BY Tre awaROS OF PRIZES 
im OFSiGN GIVEN BY TRE GLEVEL ARO 
wuStue OF ART, AS WELL AS The PRIZE 
FOR wOCERN PACKAGE DESIGN AWAADEC 
BY THE COMOES PACKAGING CONTEST. 


WITH THE MERCHANO SING SAPER LENE 
P.SRESLLE SY TRE GTAFE, WANY NEW 
WON AS SnGuO Came TO QEVELANO IW 
ThE FOELO CF AGVERTISING SAT LAH 
OuT, DESIGN PACKAGING AND ILLUS 
TRATION, 


more readily the use of facsimile for 


style sketches, it serves at the same 


time to show how new designs, me- 
chanical drawings, signatures, etc. 


might be transmitted via facsimile. 


FRANCES MURRAY, 
President, Fran Murray Studios, 
Cleveland. 


Ewald Likes Eiffel 


Tower for Spectacular 
To the Editor: South Americans 


recently enjoyed a hearty chuckle | jer 


over one of the advertising anec- 
dotes told by Henry T. Ewald dur- 
ing a visit to Brazil with Mrs. 
Ewald. The story was given consid- 
erable prominence in one of Rio de 
Janeiro’s leading newspapers. The 
yarn read: 

“He once made an offer for the 
erection of a luminous sign on the 
Rock of Gilbraltar and another on 
top of Eiffel Tower. In this man- 
ner, all of the rotogravure pictures 
which might show the traditional 


tower of Paris, would, at the same : 


time, display an advertisement of 
his product, publicity of an incalcul- 
able value. The offer was almost 
accepted, he explained in good hu- 
mor, and the deal was not consum- 
mated only because it involved a 
product which was not French.” 
W. A. MOFFETT, 
Campbell-Ewald Company, De- 
troit. 


’ v v 
Page Mr. Ripley 
To the Editor: Many strange 


things happen in advertising due to 


coincidental arrangements of ads. 
Sometimes in newspapers and mag- 


azines we wonder if the makeup 
man was not giving vent to his 
whimsy. 

But as far as we can determine, 


the attached photograph of the two 
outdoor posters seen in LaCrosse, 
Wis., last month, was entirely a 
coincidental arrangement. The fuel 
advertiser hopes that no one will 
suspect their being sacrilegious. 
Who knows? Maybe the churches 
burn Berwind Briquets. 
TAYLOR M. MILLs, 
Batten, Barton, Durstine & Os- 
born, Minneapolis, Minn. 
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No Restrictions 
on Seagram Display 


To the Editor: An unfortunate 
error appeared in the article in 
your issue of March 27 dealing with 
the goodwill campaign sponsored by 
Seagram-Distillers Corporation. 

In the concluding paragraph of 
the story you state, in writing of 
the placing of the goodwill displays 
in tavern and package store win- 
dows, “The sole requirement of the 
company (Seagram) ... is that the 
proprietor use Seagram’s’ Five 
Crown whisky as his ‘pouring’ 
brand, or that which is served to 
the customer who does not specify 
any particular brand.” 

This is not correct. Not only does 
Seagram place no requirements of 
this sort on any dealer, but it is 
illegal to do so. No distiller is per- 
mitted to impose the use of his 
products to the exclusion of all 
other brands. 

The goodwill program is _ pri- 
marily a public relations effort to 
further cordial relations between 
the retail liquor dealer and the 
community in which he operates. 

W. M. SWERTFAGER, 

Director of Advertising, Sea- 

gram - Distillers Corporation, 

New York. 

vfs 
Sinclair Lewis 
Gets the Credit 

To the Editor: The 
dent in your March 27 
called attention to the “It Can't 


Happen Here” theme used by both 
| Toastmaster and White Rock may 


correspon- 
issue who 


'be interested in knowing a little 
more about the subject. 
He says, with malice toward 


none, of course, that the Toastmas- 
advertisement ran last Septem- 
ber, while the White Rock adver- 
tisement ran only last month. The 
fact is, however, that this White 
Rock advertisement was a repeat, 
having originally run nearly two 
years ago in the following national 
publications on the following dates: 

New Yorker, June 26, 1937; Time, 


July 21, 1937; Stage, November 
1937; Cosmopolitan, December, 
‘1937. 
" I don’t know whom he has shown 
up— 

But White Rock continues to 


ubble mirthfully, with perhaps 
just a trace of a snicker. 


And probably both of us, plus a 


dozen others, owe an apology to 
Sinclair Lewis. 
JOHN P. CUNNINGHAM, 


Vice-President, Newell-Emmett 
Company, New York. 
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Pre-Arranged Funerals 
Are No Novelty 

To the Editor: We read with 
interest the story in your March 27 
issue relative to pre-arranged 
funeral advertising by Lain & Son, 
Chicago undertaker. 

While Mr. Lain has used this 
sales appeal for the last six months 


’ 


or so, pre-arranged funerals and 
advisory counsel in advance of 
necessity are by no means new or 


~ Nat Morbid 
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The arrangements for your last rites is your responsibility 


Pre-arranged funerals have been pro- 

moted for years by aggressive under- 

takers, correspondent reports. Here's a 

piece of newspaper copy that tells the 
story. 


original with the Lain firm. Pre- 
arranged funerals have been pub- 
licized for quite a few years, and 
our agency was the first to intro- 
duce the idea about six years ago. 
For your information, we are en- 
closing some of the materials we 
have furnished our clients, both for 
direct mail and newspaper use. 

We thought you might be inter- 
ested in knowing that quite a num- 
ber of leading funeral establish- 
ments in all parts of the coun- 
try have used considerable space 
in publicizing the pre-arranged 
funeral plan. 

C. E. HAHN, 
Hahn - Rodenburg Company, 
Springfield, Ill. 
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Wanted: Substitute 
for “Copywriter” 

To the Editor: For years I have 
been annoyed by the word “copy- 
writer” and have always shied at 
having the label applied to me. A 
misnomer, as a term nondescript, it 
is seldom quite understood by the 
layman. Surely it is unworthy of 
our profession which depends so 
much on the use of just the right 
word, 

Can't we find another’ 

Considering that the adwriter 
today must do a great deal of active 
thinking, fact-finding and leg work 
before he ever writes a phrase, the 
word is a libel. The man must 
give birth to a basic campaign idea, 
visualize it whole, lay it out most 
of the way, then set it down in the 
most persuasive sell-words there 
are... yet when a stranger in- 
quires how he comes by his bread- 
and-butter, he “writes copy”! 

Take the word “adcraftsman”’— 
not that it is new or altogether 
descriptive—at least it comes closer 
to defining the copy man’s function. 
A coined word like “adcreator” 
might serve, except that it is sev- 
eral shades too self-conscious. “Ad- 
vertect” might well do, but it would 
need explaining and take some time 
to get itself used. 


Among all the highly skilled 
writers we have in advertising 
there must be one who has the 


happy word for us all. What is it? 

RICHARD BARRON, 
Division, Collier 

New York. 


Interborough 


“Tell ‘em no...we're too comfortable right here!" 


Advertising Service, 


Gen COAL CO. 


Rey NE 
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Men of Tomorrow 


To the Editor: What are today’s 
young men coming to? Look at this 
advertisement from the Minneapolis 
Star. 

JOHN COPELAND, 

Minneapolis Star, Minneapolis, 

Minn. 


, a 


Moment of Glory, 
Return to Reality 


To the Editor: I read with inter- 
est the Ad-Libbing item in your 
March 13 issue, entitled “Forgotten 
Heroes.” 

Your wonder as to what happens 
to contest winners after the lime- 
light is turned off is quite natural. 

Perhaps I can furnish one answer 
to your question, based on personal 
experience. I won the grand prize 
in the recent Libby pineapple juice 
limerick contest. My reward was a 
glorious trip to Hawaii, with a 
series of unforgettable princely re- 
ceptions greeting me at every stop 
on my long tour. Hundreds of 
happy memories are etched deeply 
in my mind. I shall never forget 
Libby, McNeill & Libby. 

It is true, of course, that Destiny 
seems to take one by the hand and 
leads one to the top of a high moun- 
tain. After that, a gentle kick from 
the rear in the vicinity of the seat 
of the pants, sends one bounding 
back to driving a truck, bending 
over a gas range or matching colors 
for customers at the ribbon counter. 

My own slant is that we middle- 
class folks do not yearn for fame— 
or even for large money—and we 
are quite content to return to the 
old status of life. If you or I were 
elected president of the U. S. to- 
morrow, the chances are that we 
would select our cabinet from 
among pleasant cronies at the club, 
whose views on scotches or scanties 
are as mild as our own. We would 
not look ahead and think it neces- 
sary to pick men whose knowledge 
of Scotland or Scandinavia would 
be of greater value in the event of 
foreign controversy. 

RAYMOND M. POOLE, 

The Sterling Press, Philadel- 
phia. 
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MORE MAKEUP WHIMSY 


6%... 


Meanwhile Mother 
brags of the money she 
saves —on the original 
price and on - 
ments! (“Wearite” 
washes so well and lasts 
Bruch !) Fabric de- 
rns and tailoring like 
ots men's shirts! 


You don't have to pay} o 
a lot of money for wv 
Sheer, Lovely Hose 
for Easter 


Crepetwist 
Pure Silk Hose 


55‘. 


Twe pair for 31.00 


° queen, and 
ae OF last teas after ; 
baste 


New Spring shades! ty eae 
Slight ones of our 79 Ny 


Limited Supply-—Shop baa 
eorly for best af 
aelections! 


Copy Tip 

To the Editor: 
lup recently published the following: 

“If you are selling with printed 
matter, break it into short para- 
graphs; lighten it with conversa- 
tion; sprinkle it with italics. If 
you are selling with pictures, make 
them pictures of people, not prod- 
ucts; and if they aren’t photographs 
the drawings should be photographic 
in detail.” 

I am repeating this to you for 
whatever information it contains 
This was published in The Saturday 
Evening Post, Jan. 21, 1939, and | 
think that every individual in the 
advertising bu:‘ness should have 
this information in his possession. 

F..H. BARTZ, 

President, Harry Baird Corpo- 

ration, Chicago. 


SMART MERCHAN'T 


Dear Sunset: 


magazines. 


this home is being built 
we are so interested in 


consider duplicating this 


work with you. 


General 


For immediate 
sales results 


LANE Pus. Co. 


I realize from reading your announcement that 
that I would like to ask you, 
fornia, that we will be given an opportunity to 


Harry S. ANDERSON 
Merchandise Manager 


Broadway Dept. Store, Inc. 
Los Angeles 


There has just come to my desk 
within the last few minutes an announcement that 
you have sent out on a new home being planned 
by 300 women and Sunset Magazine. 


The Broadway is extremely interested in cooperat- 
ing on these model homes, and up to the present 
time we have furnished almost forty such homes, 
especially noteworthy of which are the homes pro- 
moted by Woman’s Home Companion and McCall's 


in the Bay district, but 
this type of promotion 
in the event you 
home in Southern Cali- 


+s 
cme cnt rcs acamnlT 


everywhere on 
the Pacific Coast 


SAN FRANCISCO 


Dr. George H. Gal-” 
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Here’s a cold shower for any sales or advertising 
manager, any president or vice president who 
begins to feel too smug about his company’s 
advertising. If he says, “Oh, you can buy our 
product everywhere!’’—tell him to try it. The 


experience will probably open his eyes. 


Suppose he tries to buy a can of Heinz baked 
beans. Heinz is a name everybody knows, a 
brand widely advertised for years, one you'd 


think every grocer would sell. 


But only ha/f the stores in New York’s low- 
income neighborhoods sell Heinz baked beans 


and only seven out of ten stores in medium- 


income neighborhoods. In high-income neigh- 


borhoods, every store sells them.* 


Why? Simple. For an established product, dis- 


tribution follows the market. Where there is a 


market, distribution is high. Where there is no 


market or at best only a slim market, distribu- 


tion is low. 


Distribution of advertised products is usually 
highest among stores serving above-average- 
income families. Such families form a major and 
| an active market. Quick to buy, easy to sell, they 


form New York's most profitable volume market 


... the busy-buying market in which The New 
York Times concentrates your advertising so 


your advertising can concentrate on selling. 


The New Pork Cimes 


“ALL THE News Tuat’s Fit To PRINT” | 


CHICAGO + BOSTON + DETROIT © SAN FRANCISCO © LOS ANGELES 


*The New York Times Market Research Department's studies in New York 
City grocery and drug fields are available to interested executives upon request. 
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Issues Fifth of Series 


The fifth of a series of working 


Bradshaw Joins Agency 
| With the addition of Brown Brad- 


manuals which form part of the |shaw, Sammis & Darling Adver- 
Knox Plan for Printing Control has | tising Agency, San Diego, Calif.. 
been published by Frank M. Knox |has become Sammis, Darling & 


Company, New York. 


Account to Houck 


Houck & Co., Advertising, Roan- 
oke Va., has been appointed to 
handle the account of Norfolk Ad- 
vertising Board. Magazines, busi- 
ness papers and direct mail will be 
used. 


Associated Sales Moves 

Associated Sales Company, De- 
troit, producer of sound slide films 
and visual sales presentations, has 
moved to larger quarters at 3123 E. 
Jefferson avenue. 


men when they encounter this stony- 
faced type of buyer! Tougher to sell 
than “‘tough guys’, these men with 
the lackluster eyes. They sit through 


your salesmen’s most impassioned ar- 


guments with an emo 


Bradshaw Advertising Agency. Mr. 
Bradshaw was formerly in the dis- 
| play advertising department of the 
|San Diego Sun. The agency has 
been named to handle the account 
of the San Diego Mountain Meadow 
| Creamery. 


‘Plan Consumer Forum 


A Consumer Educational Forum 
jand Industrial Progress Exhibit will 
|be held in the La Salle Hotel, Chi- 
cago, April 19-20, under the direc- 
tion of Mrs. Franklin W. Fritchey, 
expert on consumer problems. She 
will be assisted by the Homemakers 
Association of Chicago. 


Economic Problems — 
of the South 
Offer Copy Theme 


Birmingham, Ala., April 4.—The 
Protective Life Insurance Company 
today reported that its “buy at 
home” campaign, launched recently 
to emphasize one way in which the 
economic problems of the South 
might be alleviated, had received 
more favorable comment than any 
other advertising in company his- 
tory. 


In this campaign, Protective takes 


cognizance of the National Emer- | 
gency Council’s recent report class- 
ing the South as the Nation’s num- | 
ber one economic problem. Copy | 
asserts that this situation could be | 
greatly altered if Southerners spent 
a larger share of their income in 
home states. Insurance is but one 
of several fields mentioned. 

Recent two-column newspaper in- 
sertions were topped by an illus- 
tration dramatizing such homilies 
as “Chop Your Own Wood and It 
Warms You Twice,” “The Strength 
of a Tree Is in Its Roots” and “Sow 
Your Seed in Your Own Field.” 

In the “Chop Your Own Wood” 
theme, copy pointed out that Ala- 
bamians sent more than $19,000,000 
out of the state in 1937 for butter 
and eggs that could have been pro- 


— BUT IS HE 


How your heart bleeds for your sales- 


authoritative 


tionless calm 


that borders upon the sinister. A cruel, 


cruel mask of sales resistance. . 


very, very effective. 


But when these dead-pan buyers pick 


up the A.B.P. publications to which 


they look for profit-making ideas, they 
hang up those cold, grim masks. They 
are with editors in whom they have 
confidence. And they are getting the 
business 
which they have paid cash in advance 


with voluntary subscriptions. 


counsel for 


Your advertising in the A.B.P. publi- 


. and 


cations that reach your markets can 


never take the place of your salesmen, 


but it can get your message to your 


hard-to-sell prospects while they are 


THIS PROSPECT OF YOURS 


in a receptive frame of mind 


— 


PUSHES SOUTH 


a 


“THE PARADOX of the South 
is thot while it is blessed by 
noture with immense wealth, 
its people as a whole ore the 
poorest in the country’ soys 
the report of the Notional 
Emergency Council 


1S THE REASON for this con- 
dition that the South for many 
years hos not been sowing its 
seed in its own fields? 


IT 1S HARD to conceive of o 
tormer who does not sow his 
seed in his own field Yet 
Alobome clone sends out of 
the Stote over $41,000,000 
annuclly for term products 
that could be produced ot 


Every year Southermers send 
auay from home $)10,000,- 
000 im life imsurance pre- 
miums, Annually, Southerners 
send additional millions out of 
the South (mever to return) 
in interest on money borrowed 


SOW YOUR SEED 
IN YOUR OWN FIELD 


from ether sections of the 
country. 


1f A GREATER PORTION of 


the 

ple of the South tor form 
products, merchandise ond 
life imeurance were kept ot 
home, think how much if 
would help citizens of the 
South in every walk of lite, by 
creating more ond greoter 
home payrolis—more local 
jobs — greater wealth ond 
prosperity 


Neo matter whet we buy, 
shouldn't we whe live in the 
South always ask ourselves if 
it would mot serve us better 
te “som our seeds in our own 
fields?” 


WE DO NOT ADVOCATE 
buying exclusively from 
Southern companies. Other 
componies serve the South 
well and deserve their shore 
but we do advocate buying 
“the lion's share” from South 
ern compomes. 


PROTECTIVE LIFES GREAT FINANCIAL STRENGTH 


When you next buy life insurance, buy it from o Protective Lite 
one of tt 


PROTECTIVE LIFE 


INSURANCE COMPANY 


duced at home. This figure, it was 
added, was less than the $22,000,000 
sent out annually in life insurance 
premiums. 


Doesn’t Want It All 


The company’s own bid for its 
share of the premium money now 
sent out of the state was phrased 
in a very modest fashion. In fact, 
emphasis was placed upon the 
“many sirong, safe, well-managed 
life insurance companies in the 
state.” Copy also pointed out that 
“we do not advocate buying ex- 
clusively from home companies. 
Other companies serve the state 
well and deserve their share, but 
we do advocate buying the ‘lion’s 
share’ from home companies.” 

Subsequent insertions dramatized 
the same theme in varied ways, one 
quoting the National Emergency 
Council report which said: “The 
paradox of the South is that while 
it is blessed by nature with im- 
mense wealth its people as a whole 
are the poorest in the country.” 

Other copy commented, “It is 
hard to conceive of a farmer who 
does not sow his seed in his own 
field. Yet Alabama alone sends out 
of the state over $41,000,000 for 
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farm products that could be pro- 
_duced at home.” 

| Thomas J. Hammer, director of 
|Protective’s agency service, said 
\that reprints of the newspaper copy 
are being effectively used by agents 
|in direct mail campaigns and that 
| the series as a whole was garnering 
{more favorable comment than any- 
thing done by the company in its 
| previous years of newspaper adver- 
tising. 


“This Week” Adds Paper 

Newspapers carrying This Week, 
New York, will be increased to 25 
\Sept. 3 when the San Francisco 
Chronicle begins distribution of the 
magazine. 


Account to Lamb 


Empire Milking Machine Com- 
pany, West Chester, Pa., has ap- 
pointed James G. Lamb Company, 
as advertising counsel. 
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If you are one of those who have been looking anxiously over 


the business horizon for signs of clearing—take a good look at April—Collier’s April: 


April issues of Collier's carry more advertising (lines, Collier's circulation, too, has now reached 
pages or dollars) than any other month in its history. an all-time high—2,750,000 net paid. 


Not that we believe your pulse must beat faster just because Collier’s is feeling high. 


But it occurred to us that this April brightness is only a Collier's reflection of general 


Collier's 


THE CROWELL PUBLISHING COMPANY—250 PARK AVENUE, NEW YORK 


business optimism. 
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‘Glad fo Cooperate, 
Says Lambert Chief 
on FIC Complaint 


Allowances Termed 
Violation of Robinson- 
Patman Act 


St. Louis, April 4—Yhe Lambert 
Pharmacal Company is glad to co- 
operate with the Federal Trade 
Commission in seeking a further 
clarification of the Robinson-Pat- 
man act, through an FTC complaint 
filed against the company last 
week, John L. Johnston, Lambert 
president, said today. 

The FTC complaint asserts that 
the system of rebates used by Lam- 
bert in return for “alleged adver- 
tising, selling or warehouse facili- 
ties,” violates Section 2(d) of the 
act. 

Mr. Johnston said, “The selling 
methods referred to in the FTC 
statement have been in use by this 
company for seven years, or several 


years prior to enactment of the 
Robinson-Patman act. 

“The plan has been generally ac- 
ceptable to our customers, whom 
the Robinson-Patman act is de- 
designed to protect. The proceed- 
ings seem to have been undertaken 
for the purpose of arriving at an 
interpretation of the act, and the 
Lambert Pharmacal Company will 
be siad to cooperate with the FTC 
ty this end.” 


Discrimination Charged 


In its complaint, the FTC claims 
that “to certain favored custom- 
ers, the respondent is alleged to al- 
low percentage rebates based on 
monthly purchases, in addition to 
regular trade discounts granted all 
customers. It is alleged that such 
favored customers in turn furnish 
the respondent with advertising, 
selling or warehousing facilities 
and place orders for a minimum 
amount of Lambert products. 

“It is alleged that the rebates are 
not allowed to the respondent com- 
pany’s other competing customers 
on proportionally equal terms, and 
that this violates Section 2(d) of 
the act which prohibits payments to 
or for the benefit of customers of 
anything of value as compensation 


for services or facilities furnished 


Because they find that the Classified Telephone 


Directory makes advertising results more certain. 


Wherever they have distribution they list the brand names of their 


products in the Classified together with local outlets. 


By making the dealers easy to find they reduce substitution... in- 


crease sales. 


This is especially true when these concerns use a definite reference 


in their advertising: such as, “Consult your local Classified Directory 


for our nearest dealer.” 


Let us show you a Dealer Identification Plan exactly fitted to your needs. 


American Telephone and Telegraph Co., Trade Mark Service Division, 195 Broadway, 


New York (EXchange 3-9800) or 311 West Washington Street, Chicago (OFFicial 9300). 


— 


THE PARADE STARTS 


Harold Clark (left), True Story sales 
promotion manager, and Paul Willis, 
president of Associated Grocery Manu- 
facturers of America, look over one of 
the posters that will keynote the food 
industry's Parade of Progress. 


by or through such customers in 
connection with the processing or 
sale of commodities manufactured 
or sold unless the payments are 


made on proportionally equal terms 
to all other competing customers. 


Rebate Schedule Cited 


“The respondent company’s sys- 
tem of allowing percentage rebates 
is alleged to be as follows: 

“Based on each month’s pur- 
chases it pays to a certain group of 
wholesalers handling its products a 
10 per cent rebate for warehousing 
and selling facilities; to another 
group of wholesalers, 5 per cent for 
warehousing facilities; to a group of 
retailers 10 per cent for advertising 
facilities and sales services and to 
another retailer group, 5 per cent 
for advertising facilities. 

“To obtain the rebates, it is al- 
leged that the respondent requires 
that minimum orders of $50 worth 
of Lambert’s products must be 
placed by the favored wholesalers; 
that $36 worth must be placed by 
favored retailers, and that all such 
orders are to be filled in one ship- 
ment.” 

The complaint grants Lambert 20 
days to file answer. 


Wihnyk Moves 


Maxwell J. Wihnyk Advertising 
Agency has moved to 62 W. 45th 
street, New York. 


Basic Presentation 


First Task of 
New NAB Bureau 


Chicago, April 4.— Plans for a 
basic presentation to be developed 
by the new Bureau of Advertising 
of the National Association of 
Broadcasters were discussed by a 
committee of sales managers at the 
Palmer House here last week-end, 
with Craig Lawrence, Iowa Broad- 
casting Company, presiding. 

The presentation will embrace 
the most fundamental material be- 
ing used by member stations, and 
present efforts of Ed Kirby and 
Paul Peters, temporarily in charge 
of the bureau, are being devoted to 
inducing these stations to submit 
their promotion. After the basic 
presentation has been completed, it 
will be returned to member stations 
for their individual use in whole 
or part. 

Ultimately, the Bureau of Adver- 
tising, it was indicated, will have its 
own personnel charged with the re- 
sponsibility of selling the medium 
as a whole, as well as acting as a 
clearing house for ideas. 


Sales Managers at AFA 


The sales managers division of 
the NAB will hold a luncheon at 
the convention of the Advertising 
Federation of America, with an 
outstanding personality as speaker. 
All delegates to the AFA conven- 
tion will be invited to attend. Plans 
are also being laid for the sales 
managers’ meeting at the NAB con- 
vention in Atlantic City in July. 


Two Accounts to 

Wylie Agency 

C. Ellsworth Wylie Company, 
Los Angeles, has been appointed to 
handle the advertising of Marble- 
head Land Company, owner and 
sub-divider of the 17,000 acre 
Rancho Malibu, having a frontage 
of 22 miles adjoining Santa Monica. 
Newspapers, outdoor and _ direct 
mail will be used. 

The agency has also been named 
to direct the public relations of 
Pacific States Savings & Loan Com- 
pany, San Francisco. 


Brill to Tracy 


H. C. Brill Company, Newark, 
N. J., manufacturer of E-Zee Freez 
ice cream mix and Brill’s spaghetti 
sauce, has named W. I. Tracy, Inc., 
New York, to handle a radio and 
newspaper campaign. 


O'Toole Advanced 


Douglas D. O’Toole, formerly di- 
rector of sales promotion and mer- 
chandising, has been appointed 
managing director of The Ronalds 
Company, Montreal, Que. 


Link-Belt Appoints 

Link-Belt Company, Chicago, has 
placed its stoker advertising with 
Behel & Waldie, Chicago. The 
agency now handles all Link-Belt 
advertising. 


COLLINS 
MILLER & 
HUTCHINGS 
INC. 


PHOTO-ENGRAVERS 
IN CHICAGO 
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Kelvinator Drive 
to Fete Company’s 
5th Anniversary 


Detroit, April 4.— Keeping pace 
| with other refrigerator manufac- 
turers who have increased their 
advertising budgets recently, Nash- 
Kelvinator Corporation will launch 
its most extensive drive in several 
years this week, company execu- 
tives said today. More than 80 
newspapers in key cities throughout 
the country will be used, along with 
a magazine schedule calling for an 
expenditure twice that used for 
» 1938. Cooperative dealer advertis- 

ing also is expected to top the 1938 
figure. 

The campaign centers around the 
95th anniversary of Kelvinator’s 
entrance into the electric refrigera- 
tor field, and will promote the new 
“Silver Jubilee” model. Birthday 
parties will be held in dealers’ 
showrooms to inaugurate the drive. 
National advertising will be supple- 
mented by an extensive direct mail 
and business paper campaign. 


Emphasizes Health Protection 


Contrary to most refrigerator ad- 
vertising, copy will stress not the 
merits of the Kelvinator unit but 
the place of refrigeration in pro- 
Miecting life and health. Advertise- 
Mments bear such headlines as 
“Longer Life Was Won for You... 
When Hands First Harnessed Cold.” 
» Highlights of the featured model 
include the new ‘“Polarsphere,” a 
Msealed-in unit said to operate at 50 
Bper cent of the usual cost, more ice 
Hcubes per penny’s worth of elec- 
Mricity and additional storage space 
through flexible shelf arrangement. 
) Magazine insertions are now ap- 
Mpearing in a list which includes 
american, Collier’s, Good House- 
Keeping, Household Magazine and 
The Saturday Evening Post. Geyer, 
Fornell & Newell is the agency. 


NNPA Announces 
Session Leaders 


Kenneth Mason, New York Sun, 
President of the National News- 
— Promotion Association, will 
ead the round-table on data books 
and sales items at the annual con- 
Vention of the NNPA, April 25-28 
jn New York. 

Leaders of other sessions ine'ude 
Belden Morgan, Hartford Courcnt, 
research; Jacob Albert, De‘roit 
pYews, reader service; W. J. Byrnes, 

‘hicago Tribune, trade paper plans 
ind copy; Elsa Lang, New York 
le rald Tribune, sales presentations; 

amon Cram, Columbus Dispatch, 
irculation promotion, and Sidney 

ee Toronto Star, classified 
romotion. 


4 , 
Two Join Hafela 
Kay Hughes, formerly artist’s 
a. presentative, and Harry A. John- 
Hstone, formerly vice-president of 
»Clarence Sacks Advertising Agency, 
have joined the New York sales 
taff of Courtney Hafela, photo- 


. g era] hie illustrator. 


3 . . . 

Fritz Publications Moves 

_ Fritz Publications, Chicago, pub- 

isher of The Paper Industry and 

Paper World, will move to 59 E. 
suren street, Chicago, April 


15. The telephone number is 
Wabash 3543. 

“Look” Expands 

Look has increased space in its 


‘ew York office in the French bldg. 
.. 8 expansion move in the edi- 
“rial, promotion and circulation 


departments. 


Two with Glasser 


Robi rt Bowen and Jack Sageman 
oined Glasser Advertising 


Los Angeles, as account 


Continued Upward 
Trend Forecast 
for Advertising 


New York, April 4.—Advertising 
activity is continuing the gradual 
recovery movement in _ progress 
since the third quarter of 1938, and 
an increase of five per cent for the 
full year is indicated, according to 
a survey of advertising, printing 
and publishing just completed by 
Standard Statistics Company. 

“Advertisers generally are plan- 
ning larger appropriations this year 
than last, but uncertainties in the 
outlook, including  unsettlement 
abroad, have restricted advance 


= 


commitments, and schedules are be- 
ing kept flexible,” the statistical 
service reported. 

Besides the uncertain outlook 
both at home and abroad, Standard 
Statistics attributed the tardiness of 
advertising to stage a more com- 
plete recovery to the practice of 
basing advertising budgets on actual 
sales experience rather than on fu- 
ture prospects. 

“The extensive movement toward 
more realistic testing of advertising 
copy and increasingly stringent 
government regulations are more or 
less intangible factors which may 
eventually affect the volume of ad- 
vertising in some media,” it was 
said. 

Calling attention to the narrow- 


ing of declines in magazine linage, 
the service predicted that magazine 
advertising has only begun to show 
real recovery and that a good part 
of the 1938 recession may be recov- 
ered by the end of 1939. 

Newspaper linage should pick up 
in coming months, along with an 
upturn in retail trade, Standard 
Statistics said. With regard to ra- 
dio, the report observed: “Increas- 
ing utilization of the more desirable 
hours is likely to restrict future ex- 
pansion to some extent, and the 
current government investigation of 
radio networks injects an element of 
uncertainty into the outlook.” 

A gradual revival of outdoor ad- 
vertising was forecast, but increased 


agitation against the medium and 


the possibility of adverse legislation 
were listed as uncertain factors in 
the outlook. 


La Palina on Wondersign 


Congress Cigar Company, New- 
ark, has contracted for a Wonder- 
sign presentation of La Palina 
cigars. The cigar company is the 
first to sign for the new electric 
spectacular which will have its first 
showing April 30. Marschalk & 
Pratt, New York, arranged the con- 
tract. 


Gets Baking Account 


Jackson-Taub Baking Company, 
Los Angeles, has appointed Milton 
Weinberg Advertising Company, 
Los Angeles, to handle its advertis- 
ing. 


your Cut inets needs 


CHECKS APPEAL 


Which Southern California Radio Station has more - 
1 sponsored hour, half-hour and quarter-hour programs 


than any other Network Station in this area? 


SF 


Which Southern Caltfornia Radio Station carries 8 
9 of the 10 most popular programs selected in the 


Annual Radio Editors Poll? 


3 Which Southern California Radio Station is first in 


advertising volume? 


~ 


Which Southern California Radio Station offers four 
proven participating programs to advertisers? 


Which Southern California Radio Station carries 
5 more national advertising than any other in this area? 


Which Southern California Radio Station has 8 out 
of 10 repeat advertisers? 


Which Southern California Radio Station is powered 
7 in every way to cover the third major market to the 


advertiser's satisfaction? 


\s\ 


CHECK THESE 


7 POINTS 


Before Selecting Your 
Station in the Nation's 
Third Major Market. 


Getting more business for adver- 
tisers is the business of KFI. We're 
sure we're doing a swell job of it 
(we report modestly), as indicated 
by the increasing number of ac- 
counts now using the Southland's 


favorite station—some 150 in all. 


Another reason that leads us to 
believe that advertisers are pretty 
well sold on KFI is the fact that 
we're going merrily along in 1939 
with the greatest number of re- 


peat advertisers in our history. 


Place your sales message on the station with power and popularity 
to parallel the vast purchasing power of this billion dollar market 
. . . the 50,000 watt voice of KFI in Southern California. 
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* LOS ANGELES « KECA 


. ‘National Sales Representative a 
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The Nene Sowtherm 
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SHAVING TECHNIQUE DOWN ON THE FARM 


Ag +h tg R 
OUveE. 


« 


Oliver Adapts 


Razor Blade Idea 


to New Plowshare 


Chicago, April 4—The Oliver 
Farm Equipment Company ap- 
proached one of the last frontiers 
of modernism today in introducing 
the Raydex point, a new plowshare 
which adapts the razor blade idea 
to this old standby in farm equip- 
ment. 

The new plowshare is also unique 
in that it is the first to be sold in 
packages. Oliver is offering six of 
the blades in each package, with the 
most popular style selling at $4.80 
for six. They are used with the 
Raydex base which can be attached 
to any standard Oliver tractor plow. 


Avoids Re-sharpening Costs 


The advantage to the farmer, 
Oliver asserts, is that he can avoid 
the usual re-sharpening costs in- 
curred when the old style share is 
used. While prices on the latter 
may average slightly lower than on 
Oliver’s new packaged blades, 
farmers using the old style shares 
ordinarily have them re-sharpened 
four or five times. Instead of this, 


(Yitshs Rubber Cement 
An Asset to the Graphic Arts 
Professions- Nationally Used 
¥Grades - Light-Medium and 
Heavy-}$275 Per Gal Post Paid 

S.S RUBBER CEMENT € 

3436 NO. HALSTED ST 

CHICAGO, IL" 


yy ¢ 


Tc) tHE FP 
¢ 5 so 


the farmer now merely inserts a 
new blade. It is easily attached 
with but three bolts. 

Incidentally, one of the major 
factors expected to influence sales 
of the new product is the substan- 
tial decline in the number of black- 
smiths. The plowshare sharpening 
job was one of this hearty’s pre- 
rogatives and it is now becoming 
increasingly difficult for the farmer 
to find one to perform the rite. 

At present Oliver is limiting its 
promotion for the new plowshare to 
an early morning program over 
Station WMAQ. With spring plow- 
ing already under way, peak sales 
are not expected to be reached until 
fall. 

From now until this period, 
Oliver will gradually increase its 


attention to the new product in its 
farm paper schedule. The list in- 
cludes nearly all state papers, 
Capper’s Farmer and Successful 
Farming. It is also possible that the 
use of radio may be extended to in- 
clude other cities. 

The Buchen Company is 
agency. 


N. J. Classified 
Group Meets April 17 


The classified division of the New 
Jersey Press Association will meet 
April 17 at the Hotel Walt Whit- 
man, Camden. 

Speakers include Herbert W. 
Tushingham, Camden Courier and 
Post; Joseph M. Johnson, Elizabeth 
Daily Journal; John J. Escobar, 
Hudson Dispatch, and Joseph H. 


the 


Hopkins, Philadelphia Inquirer. 


$ $ § 
FRESH 


IN DAM BUILDING 


CITY! 


New York Chicago Dallas St. Louis 


$ $ § 


IN THE AMARILLO 
MARKET! 


@ $5,000,000 NOW BEING SPENT 


@ $1,250,000 U. 
PITAL, JUST STARTED! 


@ $250,000 ADDITION TO COUNTY 
HOSPITAL, UNDER WAY! 


@ $150,000 AVERAGE REGULAR 
MONTHLY BUILDING CONTRACTS 


AMARILLO NEWSJAND GLOBE 


MORNING — EVENING — SUNDAY 


TEXAS DAILY PRESS LEAGUE, National Representatives 


$ $ $ 
MONEY 


PROGRAM! 
S. VETERANS' HOS- 


IN 


Denver San Francisco 


$ §$ 


Los Angeles 


$ 


Getting Personal 


Mennen Company associates of Oliver Shaw, foreign s. m., will 
get along without him until around June 10. Shaw is on a three- 
month trip to the Far East, and was in Manila when last reported. . . 
Mississippi bigwigs from the governor on down were on hand at Hat- 
tiesburg last week when Henry L. Van Praag, pres., Julius Kayser & 
Co., and R. K. Boadwee, v. p., presided at the unveiling of a new 
plant... 


Comely Dot Lutjens, receptionist in the N. Y. quarters of Nation’s 
Business, knows her music. She was one of the contestants on Kay 
Kyser’s “musical college” broadcast for Lucky Strikes the other night, 


and she walked off with $20 of Mr. Hill’s money as second-prize 
winner. . 


Leo R. Sack, v. p., Schenley Products Company, is doing his bit 
as honorary chairman of a Greater New York Fund committee. Ray- 
mond Rubicam, chairman, Young & Rubicam, heads another commit- 
tee. His aides include Earl McHugh, v. p., Hearst Magazines; H. W. 
McGraw, v. p., McGraw-Hill Pub. Co.; Vaughn Flannery, v. p., Y & R; 
and C. B. Bowles, chairman of Benton & Bowles... . 


Robert S. Armstrong, a. m., Hiram Walker, Inc., did a little sam- 
pling by donating souvenirs to birthday celebrants at the Ad Club 
weekly luncheon. .. Wm. H. Maichle, of Beech-Nut Packing Company, 
did likewise on behalf of his company... 


Norman H. Norman, of Biow Company, took himself a wife a 
fortnight back. . . Ditto Howard Ketcham, the color specialist, who 
teamed up with a Junior Leaguer. . . Earl Ericson, a Pepsodent field 


man, was one of the four survivors in that Oklahoma City plane crash 
in which eight died. . . 


I. S. (Stick) Randall, Eastern s. m., Transcontinental & Western 
Air, Inc., led a sales clinic at the Sales Executives Club which also 
featured Fen K. Doscher, s. p. m., Lily-Tulip Cup Company; Zenn 
Kaufman, consultant, and Dick Borden, s. p. m., Borden Company. 


Incidentally, Borden is not related to the founding family of his 
company... 


Harry A. Beck, Jr., v. p., J. Stirlmg Getchell, Inc., and Dolly 
Whitehead, of J. M. Mathes, Inc., addressed student meetings of Ad- 
vertising Women of N. Y... 


KUDNER LOOP ARTISTS CAPTURE CHAMPIONSHIP 


By winning its third straight title in the Advertising Agency Basketball League, 
New York, Arthur Kudner, Inc., has just taken permanent possession of the cham- 
pionship trophy. The squad (front row, left to right): Frank Nolan, media depart- 
ment; Jim Nutt, playing coach, media; Ken Griffiths, captain, junior account 
executive; Keith Topping, junior account executive; John Snider, junior account 
executive; Dick Davis, shipping. Top row: Joe Kelly, art; Ralph Lewis, checking; 
E. J. Owens, vice-president of the agency and the team's number one rooter; 
Charles Weil, shipping; and Harry Turner, junior account executive. 


Eric Thomsett, v. p., C. E. Hooper, Inc., used to be with Business 
Week some years back, so it should come as no surprise that he mar- 
ried Ruth E. Wall, of the magazine’s editorial staff, on April 8. . . 


Harriet Jackson, daughter of John Day Jackson, publisher of the 
New Haven Register, is engaged to a Yale law student. . . Earl White- 
horne, editor of, Electrical Contracting, has written “Supercargo,” a 
novel published by Funk & Wagnalls. . . 


Les Qualey, sports advisor at N. W. Ayer & Son, visited WBT, 
Charlotte, on business for client Atlantic Refining Company in the 
interest of White Flash gas. According to the story, he took time out for 
a round of golf with Line Dellar, g. m. of the station. At each tee, Les 
would give a selling spiel for White Flash. On the 16th hole, Les lost 
his ball. He found what he thought was his ball after a long search. 
After holing out, he found the ball was not his, but believe it or not 
the marking on the ball said “White Flash.” . . 

Joe Godfrey, Jr., Western manager of The Elks Magazine, has 
written two guidebooks about his favorite hobby, fishing. “Fresh 
Water Fish” and “Salt Water Fish” describe the important fishes and 
show them in their natural colors. . . 

Sir Harold Bellman, president of the Advertising Association of 
Great Britain, will give a series of lectures in this country, taking time 
out to visit the New York World’s Fair before he returns to England 
to preside at the annual convention of the A. A. in Blackpool. . . 

Earl B. Thomas, of N. W. Ayer & Son, New York, is chairman of 
the committee on public relations of the College of William and Mary. 
Mr. Thomas was executive director of the original movement to restore 
the college which preceded the restoration of historic Williamsburg. . . 

A portrait by Don Snider, art director of New Orleans Public 
Service and camera fan, won first prize in the recent New Orleans 
Camera Club abrasion tone character study competition. . . 

Capt. Frank Howley, Philadelphia agency president, is an ardent 
horseman and can be seen any morning before breakfast taking the 
hurdles on Toss, his thoroughbred mare. He is an active member of 
the 305th Cavalry and will participate in their coming horse show... 

Charles Daniel Frey, head of the Chicago agency of that name, 
has been picked by the State Street Council for the second successive 
year as one of the best dressed men in the Windy City. . . 

Henry Ewald, Campbell-Ewald president in Detroit, is looking 
forward to the golf season and his fifth hole-in-one. He made his 
fourth hole-in-one last summer. 

Charles H. McDougall, of McDougall & Weiss, Chicago, reports 


that the O’Connor & Goldberg of the advertising business has taken 
larger quarters in the Wrigley bldg. . 


A Pretty Girl Is 4 
Like a Good Cigar 
It It's a Webster 


Philadelphia, April 4.— While 
lyricists long ago discovered that “g 
pretty girl is like a melody,” copy. 
writers have found out that she igs 
also something like a good cigar— 
slender, fragrant and “good com. 
pany.” At least, that’s the “between 
the lines” copy theme in a cam. 
paign launched this week by Web- 
ster Eisenlohr, Inc., for its Webster 
cigars. 


column insertions | 
Newark, Philadelphia, Chicago, San 
Francisco and Denver newspapers, 
supplements a current magazine 


in Fortune, Life, The New Yorker 
and Time. ; 


Show “Streamlined Elegance” 


ster campaign sticks pretty closely 
to the cigar’s merits, illustrations § 


of “streamlined elegance” in por-} 
traying a variety of attractive| 
women. With the aroma of 
cigar described as “luxurious,” copy | 
points out, “Many smokers accus- 
tomed to expensive 
Cuban cigars have discovered hoy 
pleasingly Websters can satisf 


paper drive for its Henrietta ‘Pops’ 
cigar in five Eastern cities. Inser-. 
tions running 20 inches by one and 
two columns picture Henrietta as ; 
pretty girl with such catchlines a; 
these: “Say ‘Pops’ and Henrietta is 
yours,” “Henrietta Wants to Mee 
You,” and “Now a Nickel Rings U; 
Henrietta.” All cor7 points out tha’ 
the same quality present in thi 
brand when it sold for 10 cents i: 
still there although the price ha: 
been cut in half. 

N. W. Ayer & Son is the Webster 
agency. 


Gets Steem-Electric 


Earle Ludgin, Inc., Chicago, ha: 
been appointed agency for Steem- 
Electric Corporation, St. Louis. 4 
magazine campaign starting in Jun 
will feature the new Steem-Electric 
iron. The schedule includes Amer- 
ican Home, Good Housekeeping 
Life, McCall’s, The Saturday Eve- 
ning Post, Woman’s Home Comn- 
panion, and the magazine section 0! 
the New York Herald Tribune. 


COM 


KOH-I-NOOR 


Drawing Pencils 


ARE 


10¢ each 
$1.00 the dozen 


Our new catalog AD-4 
is now ready for dis- 
tribution. 


KOH-I-NOOR PENCIL CO., Int 


373 Fourth Avenue 
New York, N. Y. 
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While written copy in the Web-| 


are largely given over to the appeal | 


H 


; 


The Webster drive, using one- 
in New York § 


campaign. Magazine copy appears 7 


the # 


imported 7 


their connoisseur taste at a moder- 
ate price.” Websters are priced at 
10 cents, two for 25 and 15 cent 
straight. 

Webster is also launching a news- 7 
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APRIL ADVERTISING LINAGE IN NATIONAL MAGAZINES 


-———1939-—-, - 1938 1939——_, -———_1938—__, 
Pages Lines Pages Lines Pages Lines Pages Lines 
sTANDARD WOMEN'S GROLP 
merican Mercury ......... 15.0 2,940 12.5 2,450] 5, ; , — 
Atlantic Monthly ....... 40.7 9689 43.4 10,332 sa rake pee 10.2 12.674 25.5 10,728 
Curr ent History cevcescece 15.6 3,484 eB 4,019 Motion Pic ture ‘ eta eaee 31.0 13,006 26.0 10,925 
POTUM «cee e rere eee renee nnee 9.8 4,225 10 0 4.30 . Movie Story : aan) _ 81.1 13.058 27.5 11,566 
Harpers Magazine .......... 51.7 12,313 40.5 9,646) Romantic Magazine ...... 26.1 10,970 23.7 9,942 
name =o — ies Screen Book .......-.---- 32.0 13,441 26.7 11,196 
Total Group iin knee we 32,651 30,749 True Confessions ........ 9 5 12,410 23.9 10,027 
GENERAL Macfadden Women's Grou)— 
eace Fiction Group ........ 14.8 3,308 19.4 4,339 Love & Romance ......... 34.0 14,592 35.4 15,196 
AmMeCTICAN cee eee eee cece rere 60.5 5,950 57.1 24,509 Movie Mirror ............ 38.1 16,326 38.1 16,357 
American Boy ..cccccscccese 11.0 7,461 12.3 8,342 Zadio Mirror ........ — 14,195 32.0 13,707 
*American Forests ......... 21.5 9,030 16.8 7,056 True Experiences ..... . 35.0 15,018 34.7 14,876 
American Home (National.) 65.8 41,559 59.2 37,394 True Romances ..... cog Ve 15,295 35.7 15,311 
American Home (Sp. Edit.). 3.4 2,171 5.0 3,157 | Modern Magazines Group- 
American Legion ........... 11.4 4,896 10.8 4,616)  wodern Romance ........ 34.1 14,649 45.7 19,605 
Arts & Decoration ......... 7.1 4,456 11.5 7,257 Modern Screen 38.7 16,587 41.7 17,906 
AGIA cocccesecseccccsaseseces 2.7 1,152 4.3 1,872] screenland Unit— 
Retter Homes & Gardens.... 60.4 38,160 55.7 35,181 Screenland ...... 23.3 10,008 23.9 10,261 
*Big Seven Group .......... 10.8 2,408 8.0 1,792 Silver Screen .........--- 22.4 9,615 23.9 10,254 
eee Ee c24 acer ene aeeese es 15.1 10,300 15.1 10,247 ai sina © _ 
DiS EEE kw creanesersisnoses 5.0 2,160 10.8 4,751 Total Group .. 201,844 197,857 
Christian Herald .......... 20.2 8,649 15.3 6,579 
Cosmopolitan .........- 62.8 26,951 55.9 23,993 OUTDOOR 
pep Maen - shee 48.9 22 843 55.5 37.303| American Rifleman ....... 21.5 9,232 24.2 10,380 
EIKS .scccecccccccccccceeee. 38 1,531 65  2,805| Field & Stream ............ 50.3 21,578 48.7 20,899 
Esquire (National) ......... 73.5 49,404 83.4 56,078|Fur-Fish-Game ........ 15.6 —— oe yt 
Esquire (Sp. Edit.) ......... 5.5 3,696 11.5 7,728| Hunting & Fishing ........ 34.6 610,886 25.9 13,008 
*Extension Magazine ...... 7.2 4,932 10.9 7,485 | National Sportsman ........ 24.8 10,651 31.7 eget 
Dies ees dav exde0 101.8 64,306 106.4 67,229|/Outdoors ..........--..++0e: 8.1 $,481 = 18.6 achat 
ME cieatidiedesbesinees.: a Bae ....,| Outdoorsman (Hunter- P - ; oe 
eGrade Teacher ............ 29.0 12,804 27.2 12,014] Trader-Trapper) .......... =S fe eS 
House & Garden ............ 81.8 51,671 76.6 48,431|Qutdoor Life ............. 48.3 20,707 = 50.1 21,508 
House Beautiful ........... 66.4 41,950 65.2 41,177|Sperts Afield 42.5 18,237 38.8 16,641 
ie 9 26.5 18,116 26.0 17,815 —— oo ced 
Mechanix Illustrated ....... 42.2 9,444 48.3 10,821 Total Group 112,289 =. 117,591 
*Moose Magazine ........... 7.6 3,256 3.6 1,548 . 
National Geographic ....... 48.8 11,622 48.0 11,418| MAIL ORDER 
Matton BREED .ocsccecss 44.3 19,001 55.2 eT OS ee 7.4 5,059 6.9 4,691 
*Nature Magazine .......... 8.8 3,766 8.8 ee SO are eee 3.7 2,526 4.5 3,038 
Open Road for Boys ...... - wa 3,392 8.1 FE ere 3.6 2,524 4.0 2,811 
Physical Culture ........... 13.8 5,921 18.5 Teel meme PrIGRE ..cccccccccce: 8.0 3,421 7.9 3,369 
Popular Mechanics ....... . 88.9 19,908 93.9 si, 030| Mother's Home Life.. 4.5 3,179 4.9 3,433 
*Popular Publications ...... 12.0 2,687 11.3 2,521 — ee —— 
Popular Science ............ 76.8 17,201 73.5 16,475 BOE GOOG 2 ccc ceases 16,709 17,342 
SE. Sad Gavin oncvdd eden ae 50.6 21,725 44.9 19,283 
Scientific American ........ 14. 6,159 14.8 6,363| WEEKLIES & SEMI-MONTHLIES (March) 
Seri or'e ac 2°87 91 2 « 9° 
tsecrets woos] “ee "Rete “2's giagg |¢THe American Weekly .... 29.7 56,528 27.8 51,907 
a a ccs 30.0 20,181 39.2 26,359| Business Week .......... BR 
*Street & Smith Comb....... 15.0 3360 13.5 3024 Collier Rn en ne ee er erg tas 152.7 103,844 
EE, aah bus kcaie ddan as 36.2 15,550 34.2 14,677) CUO wrrrncreececcereceree. OS TS ts ttt 
‘Thrilling Group ....... .. 173 §©=3,880 «18.6 «4,163 | Family Circle .............. 30.9 615,269 33.5 14,269 
Town & Country ........... 77.8 52,269 67.38 45,229] Forbes ........---+--++.+--. a.8 865Sele 6=68e.F Soe 
sine ak ae 15.4 9,756 15.1 9,548) GTIt «.-----eeeeeee srtsecere G42 18,574 41.9 17,60 
: e+ ; ev cheeadeeay ee ca an ees 7.9 3,400 i. | 
3 Wi a TET CEE 11.0 4,721 9.5 4,062 Liberty 15 30671 60.8 26.094 
ToS 5295 ee EEE ccksavevchccanestsesses 124.9 §84,938 74.5 47,412 
? ~ ae e ae Di. tectbid sas eeene sen wea 15.7 10,666 36.0 724,487 
POtRE GSEORP 0422+ ereee sees 170,673 =... 119,286) one New Yorker ........... 201.0 86,216 192.9 82.763 
_ WOMEN’S MAGAZINES - os ED on ci cindex eases 74.5 31,978 37.4 16,033 
Farmer's Wife tenet eee eeees 13.2 8,976 15.9 10,813) eNew York Times Magazine 22.5 23.521 95.8 26,917 
100d Housekeeping ........ 135.0 57,903 134.9 57,872 ee ar ree 28 £1,892 Pe oe 
Harper's OGRRE .nck eens 96.4 64,814 119.8 80,488 | nadio Guide ............ 12.8 9.395 8.8 6.011 
Holland’s ......... - 20.8 15,702 20.6 15,569) The Saturday Evening Post.235.9 160,404 232.0 157,743 
Home Arts Needlecraft . - 6.1 4,116 7.2 4,876 | escholastic ............e000 16.1 6,886 12.3 5,290 
Household .......... -+» 21.6 14,663 21.1 14,325) stage ........... cc cece eee 26.9 11,549 28.5 18,038 
Junior League ......... - 14.7 9275 16.1 10,171) ephis Week ..............-. 23.4 24,066 28.9 29,798 
Ladies’ Home Journal... . 67.4 45,801 71.4 48,567 | alee a ea iat 229.4 95.397 216.5 92,897 
Mademoiselle ........... - 35.6 15,281 17.4 7,451] etnited States News ........ 16.1 33,653 13.9 29,006 
McCall's ........ , ... 65.2 44,366 62.6 42,586 oa 
Parents’ (National) jtienee oe 22,976 47.3 20,298 Total Group ....... 860,355 814, 410 
Parents’ (Sp. Edit.) .... . 6.0 2,587 5.8 2,481 
Photoplay ...... atresia: 26.3 17,915 28.7 19,504 | 
*Picture Play ; ers Se 17.0 7.293 10.5 4,503 All weeklies 4 issues for both years. 
True Story ... en .. 66.6 94.291 60.0 95.755 *Figures provided by publishers. 
Vogue Fike aale a Ceca 163.4 103,246 194.1 122,676 ‘Three issues. 
Woman's oe me Companion 67.0 45.571 84.1 57.169 tNot included in total. 
Woman's World 11.6 7,858 10.1 6.901 §Page size changed from 636 to 680 lines. 
ame ‘Now 429 lines to page, with only one issue in March 
Total Group ....... vem oe 512,634 552,005 | 1939 


Gramatan to Wales 


The Hotel Gramatan, Bronxville, 
N. Y., has appointed Wales Adver- 
tising Company, New York, to 
handle a newspaper and magazine 
campaign which features the theme, 
“No increase in rates during the 
Fair.” Louis H. Frohman is account 
executive. 


Katz Appointed 

The Katz Agency has been named 
to represent the Press and Chronicle, 
Johnson City, Tenn. 


Lovell Moves 

Robert J. Lovell Associates, 
York, art service, 
E. 44th street. 


New 
has moved to 202 


51,992 ACTIVE PLANT OPERATING “MEN IN 
INDUSTRY HAVE REQUESTED AND USE “IEN”’ 


AS A PRODUCT INFOR 


MATION SERVICE...A 


SPOT TO LOOK FOR THEIR CURRENT NEEDS 


Started 
1933 


tt ewe 


A unique and different | 


INDUSTRIAL 1 ROUIPMENT NEWS 


Member 
CCA 


vackground for industrial 


advertising because it operates under any condi- 
tions and produces results yet costs only $79 to 


S85 an issue. 


PROOF? More than 37 
DETAILS? Write for 


0 advertisers in April. 


The “LEN PLAN” 


THOMAS PUBLISHING CO., 461 Eighth Ave., New York City 


Magazine Linage 
Shows Decline of 
2.8% for April 


New York, April 6.—April maga- 
zine linage continued the favorable 
trend evidenced since January, to- 
taling 1,646,800 lines for the month, 
a decline of 2.8 per cent from the 
1938 total of 1,694,780, Publishers’ 
Information Bureau reported today. 
This compares with declines of 4.6 
per cent and 8.5 per cent for March 
and February, respectively. 

Weekly and semi-monthly maga- 
zines continued the gain shown in 
February with March linage re- 
ported today at 860,355, an increase 
of 5.6 per cent over the 1938 total 
of 814,410. This compares with a 
gain of 9.7 per cent for February. 


Standard Group Gains 


General magazines reported an 
April total of 770,673 lines, a decline 
of 1.1 per cent from the 779,236 re- 
ported at this time last year. 

Standard magazines reported a 
gain of 6.2 per cent, the current to- 
tal being 32,651 as compared with 
30,749 in 1938. Women’s group mag- 
azines also showed an increase. The 
current total was 201,844, a gain of 
2 per cent over the 197,857 reported 
in 1938. 

Women’s magazines reported a to- 
tal of 512,634 lines, a decline of 7.1 
per cent from the 552,005 reported 
in April, 1938. Outdoor magazines 
carried a total of 112,289 lines, a loss 
of 4.5 per cent from the 1938 total 
of 117,591. Mail order magazines 
reported 16,709 lines, a drop of 3.7 
per cent from the 1938 total of | 
17,342. 

Figures and page totals for the in- 
dividual magazines are shown in the 


| accompanying table. 


New York Bill 
Eases Publishers’ 
Liability on Copy 


(Continued from Page 1) 


order or injunction against the false 
advertising. 

This permission is granted with 
two qualifications: first, that re- 
straining the dissemination of the 
false advertisement would delay the 
delivery otf the issue after the regu- 
lar time; and second, that this delay 
would be due to the methods by 
which the manufacture and distri- 
bution of the publication is cus- 
tomarily conducted by the publisher 
and not to any method or device 
adopted for evasion of the law or 
to prevent and delay the issuance 
of an injunction or restraining order 
with respect to the false advertise- 
ment. 

Another. section exempts publish- 
ers, radio stations and advertising 
agencies from the penalties of the 
act. This exemption is granted 
unless they refuse the request of 
the commissioner of agriculture and 
markets to furnish the name and 
address of the manufacturer, packer, 
distributor, seller or advertising 
agency that caused dissemination 
of the advertisement. 

If passed, this measure will be- 
come effective June 25. 


Second Unfair Sales Act 


The other measure _ introduced 
this week is a second unfair sales 
act, sponsored by Senator William 


F. Condon, of Westchester. This 
measure is designed to ban any 
price discrimination between vari- 
ous sections of the state, except the 
difference in the actual cost of fur- 
nishing or selling 
therein. 

The bill outlaws the advertising, 
offering for sale, selling etc. of any 
merchandise within this state at a 
price less than its cost. The Con- 
don bill differs from the Parsons 
bill now pending in the Senate in 
that the former provides no mini- 
mum mark-up for wholesalers and 
retailers. 


NIAA Regional Meeting 
in Pittsburgh April 14 

The Pittsburgh, Youngstown and 
Cleveland chapters of the National 
Industrial Advertisers Association 
will be hosts at a regional confer- 
ence in Pittsburgh April 14. 

The “clinic” plan will be followed 
for all sessions. These will be held 
in the William Penn Hotel. 


New Post for Newman 

Eugene Newman, formerly in the 
research department of J. Stirling 
Getchell, has joined Selvage & 
Smith, New York, public relations 
company. 


LET X - THE WHOLE 


Contacts plus sales ability plus de- 
sire for improvement equal the 
space salesman you need for your 
Business paper. Age, 35. 


Box 1704, ADVERTISING AGE, N.Y. 
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April 10, 1939 


Coming | 


° Pacific Advertising Clubs Associa- | 
Conventions | tion, Oakland, Calif. 


April 12-13. American Manage- 
ment Association Conference for 
Sales Executives, Hotel Commo- 
dore, New York. 


April 25-28. Annual convention, 
National Newspaper Promotion As- 


sociation, Waldorf-Astoria, New 
York. 

April 25-28. Annual convention, 
American Newspaper’ Publishers 
Association, Waldorf-Astoria, New 
York. 

April 27-29. Annual convention, 


Associated Business Papers, Inc., 
The Homestead, Hot Springs, Va. 

May 4-6. Annual convention, Na- 
tional Association of Chain Drug 
Stores, The Greenbrier, White Sul- 
phur Springs, W. Va. 

May 5-6. Annual meeting, Ad- 
vertising Affiliation, Cleveland. 

May 8-9. Midyear meeting, As- 
sociated Grocery Manufacturers of 
America, The Greenbrier, White 
Sulphur Springs, W. Va. 

May 10-11. Spring conference, 
Association of National Advertisers, 


Westchester Country Club, Rye, 
N. Y. 
May 11-12. Annual convention, 


| 
American Association of Advertis- | 


ing Agencies, Waldorf-Astoria, New | 
York. 

May 16. Spring meeting, Insur- | 
ance Advertising Conference, New 
York. 

+ May 16-17. Spring convention, 
Inland Daily Press Association, 
Hotel Sherman, Chicago. 

May 19-20. Spring 
American Marketing 
Medinah Club, Chicago. 

May 22-24. Annual convention, 
Toilet Goods Association, Hotel | 
Biltmore, New York. 

June 1-3. Annual convention, 
National Advertising Agency Net- 
work, Park Plaza Hotel, St. Louis. 

June 5-6. National Business-Con- 
sumer Relations Conference, Buf- 
falo, N. Y. 

June 5-7. Annual convention, 
National Federation of Sales Ex- 
ecutives, Bellevue-Stratford Hotel, | 
Philadelphia. 

June 12-15. Annual convention, 
Association of National Classified 
Advertising Managers, Hotel Seneca, | 
Rochester, N. Y. 

June 12-16. Annual convention, 
Outdoor Advertising Association of 
America, Hotel Pennsylvania, New 
York. 

June 12-17. Annual convention, 
Lithographers National Association, 
Westchester Country Club, Rye, 
N. Y. 

June 15-17. Annual convention, 
Southern Newspaper Publishers 
Association, Chamberlin Hotel, Old | 
Point Comfort, Va. | 


session, | 
Association, 


June 16-18. Annual convention, 
Advertising Distributors of Amer- 
ica, Belmont Plaza Hotel, New 
York. 

June 18-22. Annual convention, 


Advertising Federation of America, 
Waldorf-Astoria, New 
June 25-29. 


York. 
Annual convention, | 


In Syracuse... 
WSYR_. delivers 
a plus audience 
with its large 
farm following. 


570 ke. 


| International Association of Display 
|Men, Hotel Astor, New York. 


June 25-30. 


| 
Annual convention, | 


July 10-13. Annual convention, 
National Association of Broadcast- 
ers, Ambassador Hotel, Atlantic 
City. 

Sept. 11-14. Annual convention, | 
Financial Advertisers Association, 
Royal York Hotel, Toronto. 


Sept. 12-13. Annual convention, 


Association of National Advertisers, | | 


The Homestead, Hot Springs, Va. 
Sept. 20-22. Annual conference, | 
National Industrial Advertisers As- | 
sociation, Hotel New Yorker, New | 
York. 
Sept. 27-29. Annual convention, | 
Direct Mail Advertising Associa- 
tion, Roosevelt Hotel, New York. 
Oct. 1-4. Annual meeting, Mail | 
Advertising Service Association, 
Hotel Astor, New York. 
Oct. 19-20. Annual convention, | 
Audit Bureau of Circulations, Hotel 
Stevens, Chicago. 


— 


Sumner Nominated 


for Presidency of 
New York Ad Club 


New York, April 4.—G. Lynn 
Sumner, head of G. Lynn Sumner 
Company, has been nominated to 
sueceed Lowell 
Thomas as presi- 
| dent of the Ad- 
vertising Club of 
| New York. An- 
nual elections 
will be held 
| May 9. 
| Mr. Sumner 
served with In- 
ternational Cor- 
respondence 
Schools for 15 
years until he set 
up his own 
agency. He was 
president of the Association of Na- 
tional Advertisers for one year, and 
a director of Audit Bureau of Cir- 
culations for three. He has been a 


G. Lynn Sumner 


vice-president of the Advertising 
Club since 1938. 


Other candidates nominated in-| 


clude: John A. Zellers, vice-presi- 
dent, Remington Rand, Inc., for 
vice-president; James A. Brewer, 
president, 
pany, for treasurer; Joseph F. De- 
laney, vice-president, Davis, De- 
laney & Harrs, Inc., and Lowell 
Thomas for directors. 

The nominating committee also 
recommended that Frank A. Con- 


olly, merchandising manager, Oak- | 


ite Products, Inc., be appointed to 


fill Mr. Sumner’s unexpired term as | 
vice-president, and that Richard C. | 
Borden, sales promotion manager, | 


Borden Company, be named to Mr. 
Connolly’s directorship. 


To Represent Facts 


Facts, Consolidated, San Fran- 
cisco, has appointed Dorothy D. 
Corey as representative in the Los 
Angeles area. Facts was estab- 
lished five years ago by Anne Eliza- 
beth Nowell as a market and indus- 
trial research organization. 


Brewer-Cantelmo Com-| 


—., 


| . . 
‘Airline Uses 21 Papers 
Eastern Air Lines, New York, ig 
| using half and full page newspaper 
| space in 21 cities along its route to 
/announce the inauguration of ney 
| service to Mexico City and Centra} 
and South America. Full page 
space south of Washington is de. 
voted to an expression of apprecia. 
tion by the line for the support 
offered in gaining government per. 


mission for the new service. Fed. 
eral Advertising Agency, Ney 


York, is in charge. 


Brown Joins Agency 

Roger A. Brown, formerly sales 
manager of Industrial Oil Corpora- 
tion, Warren, Pa., and recently with 
Townsend & Townsend, has joined 
Calkins & Holden, New York, as a 
member of the copy evaluation de- 
partment. 


Insulite Adds Hoppe 


Gerald F. Hoppe has been ap- 
pointed advertising manager of The 
Insulite Company, Minneapolis, suc- 
ceeding M. C. Fairfield, who has 
| been named merchandising assistant 
|in the Insulite Chicago office. 
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“This natural-color photograph appears in our 1939 catalog”’’, says 
G. W. Cunningham, Advertising Manager of Sears, Roebuck and Co. 
“It is typical of our theme ‘This Isn't Just Another Spring’—a theme 
which we sincerely believe is apace with the thinking and the buying 
of Rural America. Our farm families are today keenly alive to the most 


modern fashions in exotic evening gowns and the most interestint 
fashions in kitchen gadgets. It goes without saying that we ‘Don’t Talk 
Down To The Farmer.’ As a matter of fact, one of your ads hangs 


our bulletin board as a reminder 
to our market.”’ 


MAIL ORDER CATALOGS SHOUT 
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Postponement of 
labeling Deadline 


Ss 


t 


- i 


Held Essential 


(Continued from Page 1) 
me firms didn’t get a square deal 


pound to be engendered, a situ-| 


ion the pharmaceutical manufac- 
rers wish to avoid.” 


any drug and cosmetic manufac- 
rers could not possibly meet the 


une 25 deadline, he stated. Print- 


g and lithographing facilities were 


“held to be inadequate to accommo- 


date the required changes and the 
discarding of labels and cartons on 
hand would entail a tremendous 
loss. 

Mr. Dunn revealed that a survey 
just conducted among drug manu- 
facturers disclosed that label 
changes had cost 25 firms $300,000. 
With almost 50,000 concerns in- 
volved, he pointed out, the total cost 
of compliance with the act would 
run into millions of dollars. 


Suggests Restraint in Copy 


ments and those in the copy, he 
said, would give the Food and Drug 
Administration a loophole for reap- 
praising and possibly rejecting the 
labels, thus nullifying all the effort 
manufacturers expended in com- 


plying with the new law. This ap- 
plies particularly to foods which 
make therapeutic claims, he pointed 
out. 

While it is permissible to state 
that the product contains vitamins, 
to declare in copy that it has me- 
dicinal properties would bring 
about a charge of misbranding 
and reclassification of the product 
as a drug, he said. As such, it 
would be subject to closer scrutiny 
than is usually applied to foods. 


Van Wie to Tea Post 


Levenson Joins Waters 


Herbert C. Levenson, formerly 
advertising manager of Kresge De- 
partment Store, Newark, N. J., has 
joined Norman D. Waters & Asso- 
ciates, New York. 


' 
: 


i ae again! This glamorous young 
thing has stepped right from the 
pages of Sears, Roebuck’s 1939 mail order 
catalog—appealing to typical American 


farm girls! 


You may find it hard to believe, yet 
nobody in the country thinks it strange 


The new Country Home Magazine is 
doing something about it in every issue. 
Its lively, colorful pages are as exciting 
as today’s motor cars. Its warm ap- 


preciation of new rural tastes, new rural 


wants, new rural hopes. . . plus a fast- 
moving, hard-hitting style put a terrific 


PIPE NEWS FOR DIAMOND FANS 


u Addressing a special food label- A HIT WITH 
S Mr. Dunn advised drug manufac- ing clinic, held under the auspices Stanton E. Van Wie, formerly BIG LEAGUE STARS LY DR pet lg Fog i 
‘ urers to wire Mr. Lea and their| of Associated Grocery Manufactur-| With Beech-Nut Packing Company, resp Sel worth) 5 re » ahs in pe Lick. 
; |ndividual Congressmen, urging fa-|ers of America, Mr. Dunn today a are and nt ; . man’s Exclesive Pi ma 
a Mporable consideration of the post-| warned food manufacturers not to N’S.. Net joined National Tea oot Smoking Machine: 
- Wonement amendment. go beyond claims made on their| pany, Chicago, as advertising and Ask your dealer for 
Failure to secure a delay would | labels in their advertising. Any dis-| sales promotion manager. 
esult in virtual chaos in the indus-| crepancy between the label state- —_—_—_——_ 50 DR. GRABOW. 
ies affected, Mr. Dunn warned. 


Ball Players 
Go to Bat for 
Dr. Grabow Pipes 


Chicago, April 4.—Big league 
baseball stars will go to bat for Dr. 
Grabow pipes in the largest spring 
campaign ever launched by M. 
Linkman & Co., it was revealed 
here today. Sales of Dr. Grabow 
are now at their highest peak in 
history. 

Testimonials from famous per- 
sonalities are not new to Dr. Gra- 


wer} oR PATENTED CLEANER 


NO BREAKING IN + NO BITE + NO BITTER TASTE 


Big names in the baseball world will testify this year to the delights of Dr. 
Grabow's pre-smoked pipes. 


Dr GRABOW 


«| THE Phe Smoked PIPE | 
A LINKMAN PRODUC! @ “SS 


CHOICE OF 


M. LINKMAN & COMPANY 
STYLES cCHKAGO 


smoked.” The breaking in is ac- 
complished by a machine. 

Linkman’s use of testimonials 
from ball players pictures the stars 
in off-the-field photographs, in- 
stead of action shots. Each player 
is smoking a pipe. Small line draw- 
ings of players in action are also 
used, 

In the belief that baseball fans 
are preferred pipe prospects, all 
copy will be spotted on sports pages. 
Simons-Michelson Company, De- 
troit, is the agency. 


Fitzgerald Agency 


bow copy. Last year’s campaign Has Godchaux Account 
featured a number of Hollywood Fitzgerald Advertising Agency 
actors. Ball players whose names ~e 


and pictures will be employed this 
spring include Gabby Hartnett, 
Lefty Grove, Bill Dickey, Joe Med- 
wick, Johnny Allen, Luke Appling, 
Frank Pytlak, Harland Clift, and 
Rudy York. 

Along with the _ testimonials, 
Linkman will continue to feature its 
“pre-smoked” theme. Each inser- 
tion carries the line, “A hit with 
big league stars because it’s pre- 


New Orleans, is in charge of adver- 
tising for Godchaux sugars. 

Mention of this was inadvertently 
omitted from the report of the God- 
chaux outdoor campaign published 
ir. last week’s issue of ADVERTISING 
AGE. 


Gillette Adds Fountain 


A. E. Fountain has joined the 
Eastern advertising staff of Gillette 
Publishing Company, New York. 


[1967 listeners asked for 
a Talent Folder ? Where 


st year, we received hundreds of letters asking 
what Toby and Susie look like—how many there 
are in Les Hartman's German Band—what makes 
the Cedar Valley Hillbillies go ‘round—and so on. 


So in January we printed a folder picturing a 
number of the WMT gang. 


A LE AO 


For seven days the folder was plugged three times 
a day. That's a total of 21 plugs. And the 
response? 17,967 requests piled into the station. 
13,715 were from lowa, 1,547 from Illinois, 1,419 
from Wisconsin and 1,021 from Minnesota. That 
gives you an idea of the concentration WMT 
gives you in Eastern lowa, Western Illinois, South- 
western Wisconsin and Southern Minnesota. 


to mix Fifth Avenue fashions and farm- __®¢W wallop in farm publishing. 


ing. And the mail order men find it 
highly profitable! 


Take time to get acquainted with the 
big, new Country Home Magazine. Then 


You cas same « denen fectere that you'll see why so many advertisers and 


} account for the amazing change in farm agencies are calling it the hottest buy 
in the whole farm field. 


living. But today it doesn’t matter so 
much why farm families have gone 


modern, as what you are going to do 
about it. 


*And, of course, 
you can buy WMT 
in combination with e 


WNAX and KSO 
or KRNT at an 


And the interest in WMT and WMT programming. 
And you'll see why more farmers 


subscribe to The Country Home 
than to ANY other magazine. 


Being the only station in Eastern lowa with 5,000 
watts day and 1,000 watts night, power, plus a 
frequency of 600 k.c.. WMT is the “of course” 
station when you're selling the middle west. 


exceptionally low 
rate. 


Cedar Rapids-Waterloo - 600 Kilocycles 


¥ 
ing THE NBC Blue-MBS + 5000 Watts LS. + 1000 Watts Might 
= Represented by THE KATZ AGENCY 
ua eegeghecanenpassonatooiegee ngiiensa still 69,000 Square Miles of the RICHEST PART of the MIDWEST 
THE CROWELL PUBLISHING CO., 250 PARK AVE., NEW YORK 
48. ; ; ot : : 
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ADVERTISING AGE 


April 10, 193, 


Urges Research As 
Part of Business 
Paper Budget 


Chicago, April 4.—Three to five 
per cent of the business paper ad- 
vertising budget should be appro- 
priated for research in the field by 
trained representatives to study 
readership of papers on the sched- 
ule and the advertising appeals 


used in them, Judd _ Payne, 
executive vice-president, Asso- 
ciated Business Papers, Inc., told 


the Dotted Line Club here today. 
For this purpose, he suggested, a 
cross section of the market of 200 
to 300 readers should be used, 
classified according to geographical 
location, size of company and rep- 
resentative buying factors. 

Mr. Payne discouraged the use 
of negative and competitive selling 
on the part of business paper rep- 
resentatives and urged that empha- 
sis be placed on editorial service 
and readership. 

The Dotted Line Club will elect 
new officers at its May 1 meeting. 
C. F. Loeffel, Ahrens Publishing 
Company, president, has appointed 
the following nominating commit- 
tee: H. A. Morrison, Simmons- 


—_ 


Boardman Publishing Corporation, 
chairman; L. C. Pelott, Steel; Wal- 
ter Painter, Power Plant Engineer- 
ing; and B. C. Bowen, Boot & Shoe 
Recorder. 

E. V. Perkins, Roads and Streets, 
has been appointed chairman for 
the group’s annual golf outing and 
A. E. Meanor, Chilton Publishing 
Company, will be in charge of the 
club’s annual party and dinner to 
agency executives next month. 


Joins Long Beach 


Margaret Simpson has been ap- 
pointed advertising manager of 
Long Beach Company, Michigan 
City, Ind., real estate, succeeding 
Herbert Daniels, resigned. Miss 
Simpson was formerly in the retail 
advertising department of Mont- 
gomery Ward & Co. 


Kramer With Einson 

Paul Kramer, formerly with 
Graphic Features, New York, has 
joined Bernard A. Einson, New 
York, advertising photographer, in 
charge of sales. 


New WIBW Transmitter 

Station WIBW, Topeka, Kan., put 
into service its new $70,000 trans- 
mission plant April 2. The station 
is affiliated with Capper Publica- 
tions. 


Advertisers, everywhere, are using 


-FAITHORN 3-in-1 SERVICE 


AITHORN’S famous“Non-Stop” route gets you there 

with streamline speed and absolute smoothness. It’s 
just one contact, from the time you turn the job over to 
Faithorn . . . until Faithorn ships the job back to you... 
complete and perfect in every detail . . . engravings, 
typesetting and printing. Distance means nothing to our 
clients—they come from New York, Ohio, Missouri, New 
Mexico, Pennsylvania, Michigan and other distant points. 
Let us demonstrate the value of Faithorn 3-in-1 Complete 
Service on your next job. Write, or phone Wabash 7820. 


Copyrighted 1937, American Photo-Engravers Association 


You Paid 41,200 for This! 


T’S your full-page advertising space in the newspaper. 


If you use good art, good copy, good typography and 


good photo-engravings in y 


our ad, this sheet of paper 


may be worth many times $1,200 to you. On the other 


hand, if you buy cheap and 


shoddy advertising supplies, 


you will waste much of your $1,200. You wouldn't buy 


an expensive tract of land 


for a homestead and then 


erect a shanty on it.... Faithorn COMPLETE SERVICE 
makes it possible for you to secure the FINEST advertising 


production requirements at the most reasonable price. 
Let’s get together now — just telephone, Wabash 7820. 
£ u J I 


Write for our handy Type Specimen Book—FREE 


“PRINTING 


DAY AND NIGHT SERVICE 


FAITHORN CORPORATION J 
Ad-Setters - Engravers - Printers Ry. 
504 Sherman St.,Chicago * Wab.7820 ““nmting 


—_—_ 
Index of Retail Activity in 80 Important 
Based on total retail advertising volume in all newspapers in each city. 

(Copyright, 1939, by Advertising Publications, Inc.) 

— 
+20 | | 
RETAIL ACTIVITY 
+15 in MAJOR MARKETS 
Compared with Last Year 
+10 a + ie at 
Total variation. 
+ 5 year to date ° oO ° 
LAST - ee. 
YeEaR —_— aie ») 
@ 5 , 
-10 
- 15 
a 14 21 28 4 iT] 18 25 4 " 18 25 1 
~~ x ~y al 4 ——,- | a 
JANUARY FEBRUARY MARCH APRIL 
% Gain % Gain 
13-Week 13-Week 13-Week or Loss or Loss 
Period Period Pericd 1939 1939 Week Week % Gi 
Ended Ended Ended over over Ende. Ended or 
City Apr. 3, 1937 Apr. 2, 1938 Apr. 1, 1939 1937 1938 Apr. 2,1938 Apr. 1,1939 Los 
Der OEs Gs acccnvesoes - 4,078,287 3,078,588 2,431,045 —40.4 —21.0 259,409 249,925 -—_ 
ae, Be Be caees «++ 2,365,080 1,981,579 1,921,782 —18.8 —3.0 195,856 265,096 +3 
MICCORE, PR. .cccccs «++ 1,727,403 1,315,335 1,376,480 —20.3 + 4.6 95,123 115,724 +2! 
Atlanta, Ga. .....+2-.. 8,763,392 3,684,604 4,099,858 +9.3 +11.3 317,212 387,912 +2 
Baltimore, Md. ...... -» 5,514,339 5,318,863 5,116,637 —7.2 —3.8 496,676 529,287 +t 
Birmingham, Ala, .... 3,070,704 3,042,438 3,110,688 +1.3 + 2.2 284,242 311,304 + 
Boston, Mass. ...... «+» 5,012,015 4,508,163 4,621,614 —7.8 + 2.5 389,882 412,054 +i 
Bridgeport, Conn. ..... 2,280,404 2,151,100 2,226,112 —2.4 +3.5 178,640 199,192 +11 
| i ar 4,184,936 3,943,086 3,539,158 —15.4 —10.3 362,684 357,000 — 
es. Bea We 26d 26208 978,851 906,225 898,808 —8.2 —0.8 87,547 83,808 4 
Cedar Rapids, Ia. ..... 1,216,964 1,110,060 1,129,868 —7.2 +1.8 94,220 102,088 +m 
Charleston, W. Va. - 2,623,481 2,619,868 2,455,691 —6.4 —6.3 259,119 220,647 —) 
Chattanooga, Tenn. ... 1,541,855 1,461,685 1,786,599 +15.9 + 22.2 145,428 163,279 +18 
oe ° 8,181,955 7,758,892 7,081,325 —13.5 —8.7 771,219 674,630 —lue 
Coenen, GO, consndces 4,180,544 3,756,618 3,872,952 —7.4 +3.1 334,423 347,869 +a 
Sewanee, Gs cccccece - 5,163,566 4,617,572 4,204,258 —18.6 —9.0 391,223 388,837 — 4 
Seen, Gh sescccese 3,457,509 3,114,054 3,237,884 —6.4 + 4.0 279,843 280,406 + 
Sn, Bk tesevseses 5,242,853 5,189,355 5,144,889 —1.9 —0.9 480,835 482,117 + 
EVOROOTE, TR, ccccsces 2,307,262 2,336,302 2,114,650 —8.4 —9.5 227,724 210,994 _ 
hh rire re 3,687,748 3,251,482 3,160,250 —14.3 —2.8 281,496 280,840 — 
EPOMVOr, COB. cecsccece 2,463,255 2,191,233 2,167,144 —12.0 —1l1.1 190,952 190,674 = 
ee BEOeNe, BO. scaccce 1,614,949 1,621,813 1,559,813 —3.4 —3.3 170,448 144,511 i 
oe” 5,356,829 4,399,662 4,717,269 —11.9 +7.2 373,554 457,791 a 
El Paso, Mls bee eeoese 2,523,539 2,570,333 2,466,198 —2.3 —4.1 247,534 230,776 - 
hs Mab Pedeeedesseas 2,051,790 2,097,084 2,270,772 +10.7 +8.3 178,360 211,680 
Fall River, Mass. ..... 860,439 762,951 802,840 —6.7 +5.2 72,833 69,777 = 
AS See -+. 2,006,508 1,824,550 1,993,802 —0.6 +9.3 146,874 195,860 +i 
Fort Wayne, Ind. ..... 2,829,729 2,522,772 2,500,974 —11.6 —0.9 240,450 256,375 +a 
Ss. Bh Ghbcabsne see 1,722,467 1,295,187 1,302,430 —24.4 + 0.6 106,330 117,547 +1 
Grand Rapids, Mich. 2,582,356 2,102,762 2,102,962 —18.6 eeee 175,154 183,974 + 
Greenville, 8S. C. ...... 1,613,809 1,496,365 1,494,727 —7.4 —0.1 146,531 145,628 - 
Houston, Tex. ..... eee 8,817,380 3,801,436 3,818,408 ne +0.4 344,998 301,128 — 
Indianapolis, Ind. .... 4,356,268 3,805,156 3,786,060 —13.1 —0.5 345,422 343,630 _ 
Jacksonville, Fla. .... 2,208,206 2,096,145 2,170,980 —1.7 + 3.6 177,184 224,154 +8 
Jersey City, N. J. ..... 562,301 493,795 496,553 —11.7 + 0.6 61,190 53,134 ! 
Kansas City, Hans. ... 639,653 641,676 609,588 —4.7 —5.0 50,477 49,280 - 
Knoxville, Tenn. ...... 2,392,376 2,525,754 2,550,056 + 6.6 +1.0 263,760 247,310 = 
Little Rock, Ark. ..... 2,281,146 2,183,846 2,144,016 —6.0 —1.8 203,994 206,612 +4 
Los Angeles, Cal. ..... 6,253,565 5,596,181 6,186,108 —1.1 +10.5 468,142 575,731 +! 
SUITE, TEN, caccces 3,504,795 3,446,019 3,385,346 —3.4 —1.8 322,001 314,714 = 
oars: GE 60460068 2,370,816 a #8&§=— hneeear - oe > @6=F—«—Ma HW ; 
£Manchester, N. H. 826,296 959,408 921,392 +11.5 —4.0 189,520 87,532 i 
Memphis, , ee 2,754,404 2,650,270 2,765,770 + 0.4 +4.4 245,644 297,528 a 
ttMilwaukee, Wis. 4,356,833 3,690,275 3,582,950 —17.8 a KS 320,797 347,584 +! 
Minneapolis, Minn. .... 3,703,407 3,256,817 3,324,934 —10.2 +2.1 324,128 330,923 +t 
Moline-Rock Island 2,076,466 2,079,672 1,874,922 —9.7 —9.9 200,760 180,754 —! 
New Bedford, Mass. ... 833,798 771,274 720,426 —13.6 —6.6 67,760 73,444 + 
New Haven, Conn. 2,287,718 2,188,844 2,191,448 —4.2 +0.1 210,028 218,190 oh 
New Orleans, a 4,890,930 4,523,233 4,722,545 —3.5 + 4.4 420,725 436,427 +1 
tNew York, N. Y. ..... 16,634,209 14,770,376 14,376,760 —13.6 —2.7 1,067,410 1,273,417 +1!) 
tBrooklyn, me Be e888 1,761,034 1,265,270 1,009,976 —42.7 —20.2 114,563 85,948 _- 
oo, a eee 2,217,264 2,201,598 2,284,506 + 3.0 + 3.8 202,216 201,530 - 
mee, GO, caceseaee 1,831,940 1,764,191 1,898,733 + 3.6 + 7.6 150,997 149,963 - 
ttOklahoma City, Okla. 2,828,378 2,880,696 2,395,022 —15.3 —16.9 261,576 176,260 — 
Pn Mh cieaseosueses 2,809,278 2,460,442 2,615,463 —6.9 +6.3 221,630 239,747 +i 
Philadelphia, Pa. ..... 7,629,921 6,657,044 6,874,829 —9.9 + 3.3 554,503 619,812 +1 
a, a! eee 1,805,538 1,928,136 1,836,268 +1.7 —4.8 162,960 168,980 +! 
Pittsburgh, Pa. ....... 6,395,088 5,244,400 4,917,173 —23.1 —6.2 477,946 444,920 -“ 
POTCInnG, GO. ccescees 2,969,320 2,688,356 3,027,859 +-2.0 +12.6 236,316 260,059 + 
| eee 2,570,610 2,381,025 2,377,049 —7.5 —0.2 219,660 210,742 —_ 
Richmond, Va. ........ 3,099,922 2,941,022 3,092,628 —0.2 + 5.2 269,472 266,798 = 
$Rochester, N. ¥. ..... 4,521,280 3,481,291 3,627,914 -19.8 +4.2 329,138 $31,412 + 
Sacramento, Cal. ...... 2,047,570 1,820,820 1,995,070 2.6 + 9.6 157,514 185,836 + 
San Antonio, Tex. ..... 1,666,616 1,508,683 1,689,891 +1.4 +-12.0 156,211 164,979 T 
wee Beme. Cal, .acicca 3,564,284 2,995,318 3,081,086 —13.6 +2.9 246,918 275,464 +! 
San Francisco, Cal. 3,963,760 3,770,416 4,077,146 +2.9 +8.1 335,620 348,032 T 
Seattle, Wash. ....... 2,557,738 2,212,306 2,610,912 + 2.1 +18.1 210,266 234,878 +! 
**South Bend, Ind. 2,383,528 1,725,211 1,331,285 —44.2 —22.8 139,967 121,345 - 
§§Spokane, Wash. ..... 1,826,328 1,772,050 1,709,372 —6.4 —3.5 121,002 132,034 B 
as BO, DO. ocdicsdcc 4,885,690 4,492,250 4,422,935 —9.5 —1.6 390,475 395,325 ss 
St. Paul, Minn. ........ 3,036,692 3,090,430 2,493,632 —17.9 —19.3 361,645 238,516 —* 
Syracuse, N. Y. ....... 2,838,068 2,459,172 2,926,889 +3.1 419.0 217,021 284,396 +% 
*Tacoma, Wash. ...... 1,620,156 1,426,824 1,471,904 —9.2 +3.2 132,566 137,760 1: 
ee, DO. tb cevcesene 1,561,242 1,532,552 1,621,102 +3.8 +5.8 129,332 148,036 +h 
Toronto, Ont., Can. 5,279,200 4,311,363 4,122,139 —21.9 —4.4 366,860 341,829 -— 
oo 8 APeeeeererer 1,030,442 870,968 956,076 —7.2 +9.8 88,984 103,306 +" 
., Ve 2,349,920 2,212,988 2,177,056 —7.4 —1.6 205,548 190,148 7 
Washington, ~ ©. 9,039,085 8,125,131 8,147,991 —9.9 + 0.3 757,878 700,787 59 
{fWorcester, Mass. 2,798,628 2,688,664 2,490,895 -11.0 —=%.@ 262,758 239,122 —~ 
Youngstown, O. ....... 2,268,703 1,970,491 1,723,183 —24.1 —12.6 269,108 151,690 — 
- 
RE kev bacadoe anes 255,730,732 232,389,866 231,539,725 —9.5 —0.4 21,016,411 21,378,748 +) 
‘Akron Times-Press discontinued Aug. 28, 1938. 
tNew York American discontinued June 24, 1937. 
tBrooklyn Times-Union discontinued June 8, 1937. 
§Journal and Sunday American discontinued June 8, 1937 
*Daily Ledger discontinued June 23, 1937. 
**News-Times discontinued Dec. 28, 1938. 
ttMilwaukee News discontinued Jan. 14, 1939. 
*tOklahoma News discontinued Feb. 24, 1939. 
{Worcester Post discontinued Oct. 1, 1938. 
§§Spokane Press discontinued March 18, 1939. 
fLinage for week ended April 2, 1938, includes 75th anniversary edition 
***Current figures not received. All figures deducted from total. 
Represents TORONTO] 
Reynolds-Fitzgerald has been ap- | JMONT#EAt 
pointed national representative of | |¥'""'?« 
Station KFNF, Shenandoah, Ia. \ atest 
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The rates for this department are as follows: 

“Help Wanted,” “Positions Wanted,” “Representatives Wanted.” and 
Representatives Available,” 30 cents a line, minimum charge $1. Terms 
; with order. 
att other classifications (single insertion rates): % in., $2.75: 1 to 3 In., 
4.75 per inch. Write for descriptive folder describing discounts for term 
meertions. 


POSITIONS WANTED 
oung College graduate, now em- 
loved, well founded in basic adver- 
icing principles—copy, layout, pro- 
ietion, desires position in agency or 
Mompany department. 
Mx 1711, ADVERTISING AGE, Chgo. 


REPRESENTATIVES AVAILABLE 


Experienced advertising salesman open 
to represent in Los Angeles one or 
two publications—domestic or export. 
Will also represent manufacturer. 

Box 1710, ADVERTISING AGE, Chgo. 


Bounce man with ideas, who can do 
Mmopy, layout and sales promotion work 
esires position with small magazine, 
ade paper or company, in Chicago. 


rants experience, not large salary. 
art time O. K. 

= : Slivka, 3206% Sunnyside, Chgo. 
900,000 COPY IDEAS FOR SALE 
t $80 per week. Test one of my ideas 
efore you hire me. Game? 
x 1713, ADVERTISING AGE, N. Y. 


Woung man — Display Salesman — Ac- 
ve following National Advertiser— 
reative Ability—Handle Sales Pro- 
botion—Salary plus Commission. 
ox 1714, ADVERTISING AGE, N. Y. 


MISCELLANEOUS 
ESEARCH INTERVIEWERS AND 
TPERVISORS, House-to-House and 
lephone investigators, editors, coders, 
pbulators. Whatever you do in re- 
march, let all research executives 
now that you are available for work 

your locality. Register now in 
IDEXT, the complete directory of 
ssearch people. INDEXT SERVICE, 
OOM 702, 280 MADISON AVE., N. Y.C. 
ot an employment agency). 


PRINTING 
XCELLENT PRINTING—LOWEST 
RICES. Envelopes, Letterheads, 
abels, Circulars, Statements, etc. Free 
tock Cut Service. OKAY PRINTING 
OMPANY, Dept. A, Martins Ferry, 
hio. Write for Samples. 


Top-flight N. Y¥Y. Adv. Salesman Thor- 
oughly experienced agency and publi- 
cation sales. Important contacts and 
a record that bears investigation. 

Box 1712, ADVERTISING AGE, N. Y. 


SPECIAL SERVICES 


Ijt’S AS SIMPLE AS THAT!! 
To get out an illustrated sales letter 
by photo-offset, just take your let- 
terhead, type your copy, sign it, paste 
down your illustration; then send it 
to us. 


No letterheads to furnish, no type to 
set, no expensive engravings to buy! 


This newest process does away with 
typesetting and engravings on all 
types of advertising literature, house 
organs, sales manuals, price lists, 
etc., etc. 


Short runs without penalty! 

500 COPIES (8%x11”) $3.63 
Additional hundred copies only 22c 
Even lower prices to volume 
purchasers, 

Any size furnished. Write for free 
informative Manual. 

Laurel Process, 480 Canal St., N. Y¥. C. 
For a trained representative in New 


York and the Metropolitan Area, just 
phone WAlker 5-0526. No obligation. 


Business Paper 
inage Declines 
3% in March 


Chicago, April 6.— Advertising 
Zolume in business papers during 
March was 5.3 per cent less than in 

38, Industrial Marketing reported 

day. The decline for the first 

ree months of 1939 was 9.9 per 
nt. 

March linage of 74 publications 

1 the industrial group showed a 
Mecline of 4.7 per cent as compared 
‘ith losses of 10.9 per cent in Feb- 
uary and 17.5 per ent in Jenuary. 
Twenty-one traie pubi.cations 
—_— eported a March decline of 5.3 per 
~jggent. Ten publications in the class 
simmroup showed a 12.2 pvr cent de- 
+"line for March. 


rat]. | > § Ale Ly tat) titlily 1 +4 te ltlsfp i tss[e tts 1] Fs 2 


Brown Guest “veaker 
nt Four A’s Dinner 


= D. Carlton Brown, vice-president 
=f Geare-Marston, Inc., was a guest 
peaker at a dinner meeting of the 
our A’s Atlantic Council in Phila- 
elphia April 6. 
Others on the program included 
harles Eyles, president of Richard 
A. Foley Advertising Agency; Dr. 
W. Carol, director of research 
r Farm Journal & Farmer’s Wife; 
H. H. Kynett of the Aitken-Kynett 
mpany, and Fred Gamble, execu- 
cretary of the Four A’s. 


MAILING SERVICE 


Multigraphing — Filling-in 
\ddressing- Mimeographing 
THE LETTER SHOP, Inc. 


440 So. Dearborn St. Wabash 8655 
CHICAGO 


CFAC Nominates 
New Officers 


The Chicago Federated Advertis- 
ing Club has announced the follow- 
ing nominations for officers, prior to 
the election scheduled for May 4 
or 1l: 

President, Elon G. Borton, La- 
Salle Extension University. Vice- 
presidents: Gordon P. St. Clair, 
Albert Miller Company; Elsa Smith, 
Macfadden Publications, and H. R. 
Van Gunten, Lord & Thomas. Sec- 
retary, M. Glen Miller, of the 
agency of that name. Treasurer, 
Chester L. Price, City National 
Bank & Trust Company. Also nomi- 
nated are two representatives for 
the board of governors: Emmons C. 
Carlson, National Broadcasting 
Company, and H. K. Clark, news- 
paper representative. 


Wilkes-Barre Papers 
Resume Publication 


The three newspapers of Wilkes- 
Barre, Pa.—Times-Leader, Record 
and Evening News—resumed publi- 
cation April 4 after being inactive 
for six months due to strikes. 

A strike called by the Newspaper 
Guild was settled March 23. How- 
ever, printers and pressmen, whose 
contracts had expired during this 
strike, refused to return to work 
until new agreements were signed 
with them, and thus held up publi- 
cation until this week. 


Harlow Roberts 
in B-S-H Radio Post 

Harlow P. Roberts, advertising 
manager of the Pepsodent Company 
when Amos ’n’ Andy were sky- 
rocketing its products to fame, has 
been appointed manager of the 
radio contract department of Black- 
ett - Sample - Hummert, Chicago. 
After leaving Pepsodent, Mr. Rob- 
erts was advertising manager of 
Purity Bakeries Corporation. 


SALES Are 


\ 


. “i 
ace’ 


Your Problem 


) ~if you are looking for new slants to put more pep into sales—if you want 
to know how others are keeping salesmen on their toes—how they are 
Making sales letters pulli—how they are cutting down selling costs 


|DARTNELL CAN HELP YOU—SEND TODAY 


pete “tee Ravenswood Avenue, Chicago, and ask for FREE chart showing 83 
cont ‘rtnell sales aids. Twenty years serving sales managers all over the world 
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E. B. Fritz, “Paper 
Industry” Founder, 
Passes Away at 70 


Chicago, April 4.—Funeral serv- 
ices were held tonight for Edward 
Benton Fritz, president of Fritz 
Publications, who died at his home 
Monday from a heart ailment. He 
was 70 years old. 

A native of Boonsboro, Md., Mr. 
Fritz received his early training in 
the printing trades. For more than 
20 years he was Western repre- 
sentative of the Paper Mill and 
Wood Pulp News. In 1919 he 
established The Paper Industry and 
later Paper and Pulp Mill Cata- 
logue. Subsequently he launched 
another monthly, Paper World, 
which is now combined with The 
Paper Industry. 

Mr. Fritz was active in promoting 
the safety movement in paper and 
pulp mills in the United States and 
Canada and for many years he 
awarded a trophy to the mill pos- 
sessing the best safety record. His 
keen interest in this field also re- 
sulted in invention of the Fritz hy- 
drator, which is now being used in 
many paper mills. 

Surviving Mr. Fritz are Mrs. 
Annie C. L. Fritz, his widow, treas- 


urer of the publishing business; a 
brother, Charles W. Fritz of Sa- 
vanna, Ill.; two children, Mrs. Vir- 
ginia Fritz Dowd and Wayne H. 
Fritz of Chicago, and two grand- 
children, Luteel Kathryn Fritz and 
Charles Edward Dowd. A. Scott 
Dowd, son-in-law, is vice-president 
and general manager of the com- 
pany. 


Man Who Started 
Voluntary Chain 
Dies in Florida 


Buffalo, April 3.—Smith M. Flick- | 


inger, regarded as the father of the 
voluntary chain movement in the 
United States, died yesterday in 
Miami, where he was vacationing. 
Mr. Flickinger, who was 74 years 
old, established the first unit in the 
Red & White chain in 1921, and all 
subsequent cooperative ventures in 
the grocery field followed this pat- 
tern. 

Mr. Flickinger entered the whole- 
sale grocery field in 1902 after long 
experience in the retail end of the 
business. The S. M. Flickinger 
Company suffered seriously, how- 
ever, from onslaughts of corporate 
chains, and in 1918, Mr. Flickinger 
invaded the chain field. He built 


up a chain of 406 stores before he 
caught the conception which was to 
bring him his greatest fame. UIlti- 
mately, he sold all of these units to 
their managers, who became inde- 
pendents under the Red & White 
banner. 


NATHAN COWARD DIES 


Belton, S. C., April 4.—Nathan A. 
Coward, 52, publisher of the Belton 
News for the past 14 years and a 
|former member of the South Caro- 
‘lina legislature, died at his home 
|here last week of pneumonia. 


ALBERT BENNETT DEAD 

Springfield, Mass., April 4. — Al- 
bert Gibson Bennett, 72, for the 
past 20 years head of the national 
advertising department of the 
Springfield Newspapers, died Fri- 
day after a long illness. 


Herter Names Best 


E. J. Herter, Inc., New York, has 
appointed Frank Best & Co., New 
York, to handle the advertising of 
Castle bread, a Swedish product. 


Joins Howard Ray 


Harry J. Wendland, formerly with 
Crundall & Lester, has joined How- 
ard Ray Advertising Agency, Los 
Angeles, as account executive. 


too wide. 
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WHAT IS MORE USELESS 
THAN A WRONG SIZE CUT! 


Four-thirty P. M., a closing date to meet in a 
distant city. Publication has already granted an 
extension and no hope for more time. 


After hours of anxious waiting the boy bursts in 
with a package—a page ad one-fourth of an inch 


Next time play safe and let BARNES-CROSBY 
COMPANY make your plates in the first place. 
They know the sizes and requirements of all publi- 
cations and your orders will be out on time, the 
sizes right and quality the best. 


Larnes-Croshy Company 
PHOTO ENGRAVING 


ART AND PHOTOGRAPHY 
225 NORTH WABASH AVE..CHICAGO,ILL. 
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UP GOES READER INTEREST in the new cars. 
Over 52% of Cosmopolitan readers, in a recent sur- 
vey, hve ALREADY inspected your new 1939 cars. 


UP GOES COSMOPOLITAN AUTOMOTIVE 
LINEAGE—402% areater in the first five months of 
1939 than in the same 1938 period. Were you among 


those present? 
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UP GO SALES! More than 27% of Cosmopolitan 
readers— based on their own reports—will buy new 
cars THIS YEAR. That means more than 450,000 


new car sales. 


to you 


to get your share 


use 


Cosmopolitan 


to reach the Buying Temperament 


450,000 
NEW CAR BUYERS 


IN 1939 
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SMART. BABIES ONLY 259 SHOPPING DAYS LEFT 


PHOTOGRAPHIC => a 
REVIEW OF ‘ 
THE WEEK 


CULINARY FREEDOM THEME OF CAMPAIGN 
nT aoe aaa 
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leokit wow EASY THESE 
NURSERY PADS WASH!” 


Maybe it's because these April mornings still possess a trace of frost that Tivoli 
You're right, baby. . . . lt was a great thing beer has permitted itself to think of a Christmas package at this time. At any 


for mother when Curity, a leading maker of rate, this corrugated gift box, which proved very popular last year, will be re- 
hospital dressings, introduced this new type 


nethediiv’ pasate ied Oo wih tees anid boo peated for the 1939 Christmas season. Hinde & Dauch Paper Company made 


sinet. These pads wash clean with amazing the container. 

ease and dry four times fester than old -fash- 

ioned pads! Their surgical- weave, layette- 

cloth fabric takes care of that. And they have 

no bulky filler to retain stains, retard drying ZONITE TACKLES A NEW MARKET 
Remarkably absorbent, they are a prerequi-° 

site for use over all types of rubberized wa- 


wag make that fairy-tale proc ne abu living “happily é 

+ abver” vm tre fox Jom and me wort ie 
‘ "joe's ease semninen 00 4 vad with the honeymoon. [ve annced * 
oe frequently at don when housekeeping drudgery ween you our 
cokes you 4 “shave to your houne 


So whee we plenaed nar hue 1 said to jum: “Whee is al) this eed . 

otk about the ar poh: commected with runsing a howe? Can't terproof sheets to protect baby from excess : 
~s par hse ye! hh atchinects and conenceom. We firened ty ; moisture which might cause skin irritation. 

S sdewe of oar bome-cwning ithends. And we besroed this wen f fade in smcil, medium and large sizes.... 

ovis paod sews! Nowadeys srithons of aman folks sofaw to ’ 


rhe yobs, GAS does che work sunamanically—and 
re vn >a og than ever 
dur oveadenn, gas-equ Ag apse will give Joos and me combare 
ure Time co have fm sogether —cime to carp oe dove 
> ~~ * > 
Li oor wenbsmg te bepen tee Coad wipe de the a ing pale on pores 
home Why wet fad com fram pra Ga: Company « Deake 


They dry so fast you can get along splendid- 
ly with a smaller supply. Mail coupon for a 
sample. Try the Curity diaper, too, It also 
washes easier, dries faster, is more absorbent 

and has no hems 


til “it LayottocQoth 
tily NURSERY PADS 


DIAPERS - NURSERY MASKS 


TREATMENT ACTUALLY DOES THE JOB! 


| 
ECAUSE we are ahsolucely BARCELONA CASTILE SHAMPOO 

convinced that you will be 
delighted with results from the 
/ooute Dandrufl Treatment, we 
make this generous offer 


To enable you to get the very pew 
results with the Zonite Dandrufl 
Treatment we wanted to give you 
a bigh-qaality liquid shampoo 
Ge to your drug store today and After a long aad thorough search 
buy 4 regular medium size butte we finally discovered Harcelon. 
of Zonite and you will get AB- Casale Shampoo—a« preparation 
SOLUTELY FREE OF CHARGE of excellent quality, used in the 


‘o 


a S0¢ bottle of Barcelons Cas mot extlative of New York's 
Infants hard at work lend a humorous tile Shampoo. Enough Zonne and Shampoo w bast beauty salons. What higher recommendation is there! 
ohn ag from 5 to 6 weeks! What's more—if at the ead of this 
tang to Kendall Mills’ new advertising petiod you are mot completely satished chat the Zonice Barcelona Castile Shampoo is made with the purest 
° . * . . Antiseptic Scalp Treatment does a real job, we well aod finest imported olive and other vegetable oils. Ut 
campaign for its Curity diaper line. refund your money IN PULL! has a splendid cleansing action on heir and scalp 


Used (as directed) in the Zonite Dandruff Treatment, 
Barcelooa Castile Shampoo will beautify the hair and 
cleanse the scalp pores. 


Magazines will be used for this drive 
during the next few months. (Story on 
Page |.) 


The Zonite Dandrofl Treatment does what skin spe- 
Cialists say is necessary. (1) It kills dandruff germs at 
contact. (2) lt gives hair and scalp an antiseptic cleans- 
ing. (3) tt stimulates the cieculation. (4) It celieves Be ware to ash for your FREE bottle of Barcelona Castile 
chy scalp. (5) It helps to prevent dryness Sdhumpoo when you get your Lonite. 

This Zonite Dandruff Treatment is easy to use. Just 
foliow the simple directions in the package. And re- 
member, for best results, use the Zonite treatment 
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*Zonite is » clear, coloctess, liquid antiseptic—en im- 
provement oa the famous Dakin Solution which revo- 
lutionized World. War surgery 


twice a week at ficst ... then later, once a week 
IN NEW DRESS Be sure to ash for your FREE bottle of Barcelona Castile Use Zonice for-—DANDRUFF ... FIRST AID... SORE 
Shampoo when you get your Zonite THROAT . . BAD BREATH ... ATHLETE'S FOOT. 


100% MONEY-BACK GUARANTEE YOU'LL BE SATISFIED 


ZONITE PRODUCTS CORPORATION, NEW BRUNSWICK, NW. Jd 


“§oe Siz WARCELONA CASTILE SHAME 
FREE WITH 602. BOTTLE OF ZONITE 


In nine national magazines from now until fall, American Gas Association will 
ell a dramatic story of gas range cooking by dramatizing its application to four 
asic jobs that can release the housewife from drudgery and worry. Public util- 

ities and range dealers are tying in with local newspaper advertising. The 
ational phase of the campaign represents an expenditure of about $500,000. 


SECTIONALISM FADES FOR COMMON GOOD 
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Glazo nail polish makes its appearance 
in a newly designed package. Features 
are a pebbled glass bottle, with label in 
several shades of blue and red. The 
individual carton successfully carries out 


the modern motif of the bottle. Both Full pages in national magazines carry the story of a new application for the 

the label and carton were created by antiseptic. A combination deal features the introductory offer. The dandruff 

Monroe F. Dreher, Newark, N. J., Glazo use of the product will be emphasized in the campaign, which is being handled 
advertising agency. by Cowan & Dengler, New York. (Story on Page 14.) 


MIGHT BE USEFUL FOR CUTTING LAWNS 
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4. Now w Fen Your www on = tus nlsrwsad 
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po rene by me ‘ so oe . <tc 
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: ars 3 ie Seen bree 
* All-Year Club, famous promotion voice for Southern California, decides to A gigantic electric razor, 12 feet long and four feet across, will be put into operation at the New York fair by Remington 
put in a few good words for San Francisco. (Story on Page 16.) Rend. Suspended above the heads of visitors, the mechan'sm will reveal how the company's dry shavers actually work. 
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Florence Farley, 
Tenth Avenue 
youngster... modelsa 
beach ensemble of her own mak- 
ing in a settlement house “‘fash- ;, 
ion show’... has her picture March 2. . . and published in March 13. . . suggests a story to the Journal-American 


By ay f fe ¥ 


: i j 


March 15. . . with a new wardrobe from 
taken by a Journal-American the Journal-American. Photo city desk. Marguerite Mooers Marshall, well known novelist, the smartest shops, shoes by Edouard in- 
cameraman... of unspoiled sixteen year old... is assigned to “bring out’’ the Tenth Avenue Cinderella... stead of glass slippers, coiffure by Robert... 


. oo es 
March ese leaves home (with a gallery) for . .. is introduced to cafe society, meets Dorothy Lamour and . .. her screen idol, Franchot Tone, with whom 
first fling at Gotham night life, sponsored by Doro- Mischa Auer at the Monte Carlo . . . but keeps her head among the she had a thrilling tete-a-tete...March 18... teli 

thy Killgallen, the paper’s Broadway columnist... celebrities, shows rare poise, and charms everybody, including... all about it in a national network broadcast... 


A cuance suort of a Tenth Avenue youngster sugges! 


a story...a Success story that thrilled New York for two weeks, wit) 
more to come. ..There’s Big News on Tenth Avenue, on any Avenue 
as well as in the Balkans these days... And the newspaper that set 


it and prints it gets readers, holds readers, holds eyes and intere* 


“o> 


...and can’t help sell products that have a real story of their ow! 
...When such a newspaper has 600,000 circulation, commands! 
quarter of the greatest American market, sells at the ridiculous! 


low rate of $1.00 a line...there’s Big News in it for any advertise! 


i April 3... all aboard for and a potential Success Story, too... Study this new mote 


| - March 21... comes the inevitable screen tests... Florence found Hollywood, with the eyes of Journal-American for superlative sales opportunities in 1939! 
} photogenic . . . Paramount says “‘star material’’ with contract! Americaon Florence Farley... 


new york JOUFNAl-Americal 


i Ap Represented nationally by: HEARST INTERNATIONAL ADVERTISING SERVICE Rodney E. Boone, General Manos 
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